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APEX SPIRAL DASHER WASHERS 


QUICKER DELIVERIES © FASTER TURNOVER ° LARGER PROFITS 


ve America’s fastest and cleanest washers __ cleaner clothes, faster than ever before. 
f "e are now warehoused right at your Scientific tests prove that the Spiral 


ve — elbow. Trained factory representatives Dasher washes % faster, %4 cleaner. 


nd are close at hand to You, too, canjoin America’ssmartestmer- 
ae ¥, SPIR 4 z serve you. chandisers and increase your sales and 
Qt 2 The new Apex profits by giving your customers what 

> SpiralDasher they want... a faster, cleaner washet. 


Ss 
e, gives your Apexisonthe map, near you, to serve you. 
ad customers WRITE OR WIRE TODAY. 
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‘The 


Ahead of Last Year 


O those people who are still 

asking whether or not National 

Washer and Ironer week was a 
success, the answer is contained in 
the October sales figures from the 
washer manufacturers. For the first 
month this year electric washer sales 
were higher than the corresponding 
month the year before. Unit sales of 
106,134 electric washers increased 4.7 
per cent for October 1938, as compared 
with October 1937. When you put this 
beside the loss of 33.85 per cent for the 
first ten months of 1938, you have 
something. Combined electric and gas 
washer sales, totalling 115,019 units for 
the month of October, are practically 
the same as October last year, showing 
a loss of less than 1 per cent. 

Also worth noting is that electric 
washer sales were up not only in units, 
but in average price. The average 
price for October 1938 being $73.93 
as compared to $72.77. in the same 
month the year before. 

Ironers for the same month show 
a relative improvement, although they 
are still in the position of being below 
last year. The month shows a loss of 
15.46 per cent from the corresponding 
month the year before, but compares 
favorably with the 41.86 per cent loss 
for the year to date. 

While we are on the subject of in- 
creases, it is significant that retail 
sales reported to the Department of 
Commerce for household appliances 
show, for the states reporting, an in- 
crease over September of 2.7 per cent. 
Compared with October 1937 this re- 
tail sales report shows a loss of 184 
per cent. The comparison with a year 
ago provides an interesting confirma- 
tion of the figures that have been re- 
ported in the earlier months of this 
year. For instance, the report pub- 
lished in May, the first of this series, 
showed a decline of 17 per cent from 
the year before. The month by month 
reports confirm the probability that 
inventory has been distributed. These 
retail figures consistently show a 
smaller percentage of decline from the 
preceding year than the reports of 
sales by manufacturers. Manufac- 
turers’ shipments for the total year 
will probably run more than one-third 
lower than 1937. If, as it seems prob- 
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able, retail sales for the year will be 
off less than 20 per cent, then we 
have the measure of inventory dis- 
posal represented by the difference be- 
tween manufacturers’ reports and the 
retail sales reports. A factor justify- 
ing the wholesome optimism felt by 
electrical men for 1939. 


Courtesy Discounts 


REPLY to a questionnaire on 

roasters has just emphasized to 
this observer a problem which is still 
unsolved and for the most part un- 
faced: the problem of discount to re- 
tail buyers. 

This dealer, answering some ques- 
tions on roaster makes comments that 
“women and men favor a roaster on 
which they can get a discount. Of 
approximately 200 roasters sold in the 
past two years, we had a grand cele- 
bration on the day one was sold for 
list price.” The dealer goes on to 
say that, “so long as unfair trade prac- 
tices are established, this situation will 
prevail on any appliance retailing for 
more than a few dollars.” 

I compare this dealer’s sharp pro- 
test with a number of letters written 
to Roscoe Imhoff of Westinghouse in 
comment on the policy of that com- 
pany against courtesy discounts. Ap- 
probation for this policy is expressed 
by many of the retail and commer- 
cial associations in the country: The 
Chamber of Commerce of the United 
States; The National Association of 
Retail Druggists; Retail Merchants 
Association of San Francisco; Retail 
Furniture Association of California; 
Appliance Dealers Protective Associa- 
tion of Alameda and Contra Costa 
Counties. California; The National 
Association of Retail Secretaries, 
Nashville, Tennessee; and the Retail 
Dry Goods Association, New York 
were among those who came quickly 
forward to express their approval of 
this policy. One association executive, 
James L. Whitcomb of the Retail Dry 
Goods Association, put the whole case 
briefly in the following paragraph: 

“Tt is my feeling that manufacturing, 
wholesaling and retailing must be con- 
fined to their particular spheres of 
influence in order to preserve a bal- 
anced economy and your move must be 
hailed as a far-sighted step in the 





onth 


right direction. Courtesy discounts, 
and that battle cry of decay, “I can 
get it for you wholesale,” have in 
recent years reached racket propor- 
tions, and the conviction is growing 
that the practice is so malevolent that 
it pays neither the producer, nor the 
distributor, nor the consumer.” 

The test of the policy, however, will 
come not from the endorsements, more 
or less academic of commercial groups 
but from the reactions and experi- 
ences of dealers. I’d like to quote from 
two retailers who have expressed them- 
selves on the subject—One, the large 
and important Abraham & Straus De- 
partment Store in Brooklyn, N. Y. 
Mr. Robert E. Blum, Secretary of this 
great merchandising outlet expresses 
himself as follows: 

“We are heartily in accord with 
your stand against giving special price 
concessions to friends and business 
associates. We believe that this posi- 
tion will help assure better working 
relations between manufacturers and 
retailers, and will aid greatly in stamp- 
ing out a malicious practice which 
undermines the proper functioning of 
distribution. We want to congratu- 
late you on your constructive move, 
and we hope that other manufacturers 
will see fit to emulate your example.” 

And most important of all, an ac- 
tual experience. The following is 
taken from the Journal of the Mis- 
souri Retail Hardware Association, 
August, 1938: 

“The Westinghouse Company is to 
be congratulated for the adoption and 
enforcement of this policy, and they 
are enforcing it. A few weeks ago a 
hardware dealer in Missouri was at- 
tempting to sell a bank several large 
Westinghouse fans. The bank em- 
ployee he was contacting liked the 
fans, but told the dealer one of their 
directors was associated with the 
Westinghouse Company, and _ they 
would buy the fans through him at 
wholesale prices. When the director 
was approached regarding the matter, 
he stated he would certainly not ap- 
prove the bank’s buying at whole- 
sale, and the dealer sold the fans.” 
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One of Mr. Leswing’s good custom- 
ers bought this G-E furnace because 
his G-E refrigerator and range had 


been so satisfactory. 














“JN ANY business, sales are easier to 
make than profits, and particularly 

in the appliance business. Sales train- 
ing, service personnel training, high 
service costs, listening to a lot of dis- 
tributors’ salesmen, all take time and 
money. With the G-E full line there is 
no duplication of these matters. All 
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sales and service training comes from 
one source. And G-E products require 
little servicing. Why, the first 50 monitor 
top refrigerators I sold back in 1928 are 
still going strong! My distributors’ sales- 
men spend their time helping me sell 
instead of trying to sell me their prod- 
ucts. And, of course, trouble free G-E 
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Says: 
HERB LESWING 


Jenkintown, Pa. 


Mr. Leswing has sold General Electric Ap- 
pliances for more than ten years. In a terri- 
tory with only 7,500 homes he has sold, 
.during this period, over 1,500 refrigerators 
and 500 ranges. Many of his customers 
have bought other G-E appliances because 
their first purchase was so satisfactory. 


products and prompt and efficient 
service make for satisfied customers 
and more sales. That’s why one G-E 
product sells another. That’s why I 
have sold.more G-E refrigerators this 
year than in ’37. And that’s why I say 
the General Electric Full Line means 
sales... AND PROFITS to me.” 
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This complete unit kitchen display in Mr. Leswing’s store has helped 
sell many appliances. It identifies his store as the General Electric 
headquarters in his territory. 
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Mr. William L. Paxon’s 
farm has been in his fam- 
ily for generations. The 
beautiful old Pennsyl- 
vania farm house was 
built in 1828. 


When Mrs. Paxon, 
whose home is shown 
at left, wanted to 
modernize, Mr. Les- 
wing sold her the G-E 
unit kitchen illus- 
trated below. She 
bought economy and 
convenience. 
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YOU HAVE DONE 
A NOBLE THING 


—YOU RETAILERS WHO 
HAVE SOLD REFRIGERATION 
TO AMERICA! 


Thousands of lives saved every year through better America eats over twice as much of health-protect. 
refrigeration. In one disease alone, enteritis (“sum- _ing, body-building fresh fruits and vegetables . 
mer complaint”), the electrical refrigerator has been | commodities shipped to us from all over the world, 
called a main factor in the fall of death rate from —_ and which would not be in demand except for refrig. 
100 per 100,000 to 13. eration in the home. 


As America Celebrates 
the 25th Anniversary of Electric 
Refrigeration in the Home 


Celebrating the 
25th Anniversary 
of the first 
Home Electric 
Refrigerator, 
made by Kelvinator 
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Every ten years, a year of added life is won for us, 
through better living and medical conditions. Phy- 
sicians credit electrical refrigeration with changing 
America’s eating habits from unhealthful, heavy 
foods to a well-balanced, “longer life”’ diet. 


Ever-lower prices have brought the luxury of elec- 
trical home refrigeration within the reach of every 
wage-earner. Contrast the cost of the first Kelvinator 


with present prices, for a Kelvinator many times 


more efficient. 


Jl: 





Kelvinator Invites Every Refrigerator Dealer 
in America to Share in the Golden Opportunity 
of the Silver Jubilee 





NEW SILVER JUBILEE KELVINATORS TO BE SHOWN JANUARY 2” 


ODAY, every electrical refrigerator sales- 

man and dealer can be proud of the part 
he’s played in making this a finer world. The 
pictures above tell the story so evident to- 
day. It is our greatest source of pride that in 
1914 Kelvinator built the first home electric 
refrigerator . . . was the first to bring into 
being this great industry. 

Naturally, on Kelvinator’s 25th anniver- 
sary, you can expect outstanding models, in 
keeping with the Jubilee occasion. This year 
the new line will go far above your greatest 
expectations for we have produced a series 
of Kelvinators that will be acclaimed by the 
trade and home owner alike. These Silver 
Jubilee models are completely new—com- 
pletely re-designed—the most beautiful re- 
frigerators ever built. 

Inside is a new cold-making story with 
features certain to add more laurels to Kel- 
Vinator’s title of Champion Ice Maker. A 
new interior arrangement has added conven- 


iences that will put teeth in any sales talk. 

And planned to start you off for profits is 
the new advertising campaign that will sell 
the Silver Jubilee program to the public... 
a campaign planned to start people thinking 
about electric refrigeration . . . not in terms 
of money they can save .. . but in terms of 
luxuries they can afford. It is the ideal 
dealer’s campaign. 

This year we believe that Kelvinator will 
be the first choice. This year we expect hun- 
dreds of thousands of owners to ask about 
trade-ins on the Silver Jubilee models. This 
year we expect so much because the new 
Kelvinators are so far ahead of anything 
you ll see this year. 

We urge you to take advantage of this 
opportunity of a lifetime. Feature on your 
floor this new line of Silver Jubilee models 
... and share not only the spotlight but the 
profits with us. KELVINATOR, Division 
of Nash-Kelvinator Corp., Detroit, Mich. 





Jnmeasured millions of dollars saved every year on 


food which would otherwise be spoiled. Electrical 
refrigeration has introduced a new and better way of 
marketing and of keeping perishable foods con- 
stantly safe. 








He will woke an n sebbbi . 
of vital, personal interest to retail : 
salesmen and to dealers in elec. - 











ment will affect the eT : 
dealers and will have a lasting 
influence upon the earning. = 
ahehoul the business MA : 
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GET IN THE SPOTLIGHT WITH KELVINATOR! 
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OPE right from the feed box 

is the terminology of those 

sporting gentlemen who be- 
lieve they have the closest possible in- 
formation on what horse is going to 
win, what nag one can bet one’s money 
on with the least possible risk. 

In a similar sense the January 
markets in Chicago are going to be a 
sporting affair. Some 15,000 buyers 
are going to put up a lot of money 
for merchandise which they expect 
to win profits for them in 1939, 

Pad in hand, your reporter has made 
the round of accessible manufacturers 
seeking their thought as to merchan- 
dising trends of 1939. For the factory 
owner, sitting up in the big chair, 
gets the praise, requests, bleats, 
squawks and ripe tomatoes from 
dealers throughout the country. He 
tries to turn out a product that satis- 
fies every demand, avoids all trouble. 
Furthermore, since the manufacturer 
has to put up his money far in advance 
of the dealer, his thinking is a pretty 
good indication of what he believes 
the 1939 market will want and absorb. 
Here they are, gentlemen—some inter- 
views with men who will make history 
in 1939: 


ALTORFER BROS. COMPANY 


EPORTS from Peoria town indi- 
cate that the Altorfer Brothers 
are grooming a sensational new ironer 
for the January market which is radi- 
cal in its fundamental design and 
operating principles. It is said to 
bring new ease and flexibility to iron- 
ing. In addition ABC will show an 
entirely new line of washers. 


APEX ROTAREX CORP. 


[ is this firm’s opinion that the 

trend is more and more to white 
washers, and that this condition will 
prevail in 1939 more so than ever 
before. Also that there will be a 
greater tendency toward better look- 
ing washers with more pleasing, 
modern design. Tub capacity alone, 
does not determine washing capacity 
and except for the purpose of creating 
a washer that looks larger or smaller, 
the capacity of tubs should not change 
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What 
Youll Be Selling in 1939 














Manufacturers discuss 


merchandis- 


ing trends as they ready new 


models for Chicago trade shows 


By TOM F. BLACKBURN 


except in respect to the efficiency of 
agitators. 

Apex does not believe that gadgets 
are going to present any material sales 
appeal on 1939 washers. 

Apex does not look for much change 
in price levels. 

Due to increased electrification on 
gasoline powered machines, 
we believe will move somewhat slower. 

The priced models that will be easi- 
est to sell will vary somewhat with 
each manufacturer’s line. A major- 
ity of the old washers that will be 
replaced during 1939 are slow in 
washing and the soiled clothes have 
to be either soaped or soaked or they 
won’t come clean. The housewife 
has shown each year a greater desire 
to get her weekly washing finished 
and out of the way in less time, and 
she realizes that eliminating soaping 
and soaking of clothes will save her 


tarms, 


considerable time on wash day. 1939 
will show a further demand on the 
part of the retail customer for washers 
that wash faster and cleaner, and that 
any features and improvements of this 
type of washers in the intermediate 
price field will find a ready market. 


AUTOMATIC WASHER COMPANY 


HE January shows in Chicago 

offer dealers the biggest array of 
bargains ever spread before them in 
the washing machine line. This is 
the thinking of Automatic. With a 
majority of washing ‘machine manu- 
facturers producing washers at a 
loss, during the last year, obviously 
it is a situation that cannot continue. 
Everyone tells you what the automo- 
bile manufacturers have done for one- 
half the money. The washing machine 
makers have been giving equally great 


values for one-third of the old price, 
and taking their loss out of the hides 
of the stockholders. The Chicago 
January shows will be a_ bargain 
hunter’s market. 

Sketching the potential trends of 
1939, Automatic feels that white will 
continue in popularity and there will 
be no increase in the capacity of ma- 
chines. There will be a shortening of 
lines as there is little difference be- 
tween mode!s today. While a dealer 
should keep a low priced machine on 
hand, his salesmen should specialize in 
$69 to $79 outfits. Forget the mail 
order houses and their $27 machines. 
These washers cost around $26 for 
delivery and can be sold simply by 
spreading cost and loss over other 
departments. 

There seems to be a growing de- 
mand for bulk in wringers and bulk 
in tubs. In fact, there appears to be 
a trend to the Bill Grunow idea of 
having a lot of weight in machines. 


BARLOW & SEELIG MFG. CO. 


HINKING at this Ripon plant 

seems to be that the average 
dealer is pulling at cross purposes, 
advertising a $39 machine and trying 
to sell a $100 model. Observations of 
the Speed Queen experts are that it 
is better to shoot directly at $69 and 
$79 models, where the real business 
is done and the real profit made. 
White is still the popular color and 
will be for a couple more years. The 
public has been educated to wash 
smaller batches of clothes at a time, 
and as a result, smaller capacity ma- 
chines are growing in _ popularity. 
Faster action is desired, but Barlow & 
Seelig experts do not think that gad- 
gets sell machines—though revolu- 
tionary types of washers give a hint 
of the future. 


BARTON CORPORATION 


INIMUM_ wage law _ should 

boost washer demand in the 
South in 1939. Dealers in the north 
should figure on a market that 1s 
about 70 per cent saturated, buy ma- 
chines that allow for a trade-in. Most 
profitable 1939 opportunity is for the 
outfit that makes washers just one 
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department, with other appliances. 
While there is a great over-the- 
counter replacement market, it never- 
theless takes some specialty selling to 
close deals. Furniture stores, to profit 
most should take into consideration 
the more rapid turnover of washers 
compared to furniture. 

“Controlled” water action will be 
featured in the Barton display. White 
continues to reign as most popular 
color. Capacities remain the same for 
1939. 


BLACKSTONE MANUFACTURING 
COMPANY 


HITE will undoubtedly domi- 

nate the color scheme of wash- 
ers and ironers during 1939. A strong 
preference for all white machine was 
apparent throughout this year and it 
would seem almost a certainty to 
continue. 

Tubs are now more or less stand- 
ardized on two sizes, 23” and 22” 
diameters, with some small variation 
in depth. Sales show a definite trend 
toward the larger size and it is be- 
lieved this is the experience of other 
manufacturers also. 

Simplified construction will, it is 
thought, be the keynote in 1939, with 
accent on safety and convenience 
features. 

The price levels ought to be higher 
with the gradual disappearance of 
distress stocks from the market. 

Gas engine sales should advance. 
The belief on the part of rural home 
owners during the past year or two, 
that electrification was just around 
the corner has largely been dispelled 
through publicity. This belief greatly 
retarded gas engine sales. The poten- 
tial market is still big and manufac- 
turers are now engineering their gas 
applications to provide easy and in- 





The man with the order book handy 
generally comes out on top—and there's 
plenty of ordering done at the shows!! 


expensive conversion to electric power 
should lines be extended. 

The heaviest volume price brackets 
during 1939 probably will be $69 to 
$70. 


CONLON CORPORATION 


HOUGH dark colors have less 

tendency to soil and are really 
more practical, nevertheless there 
is a growing trend to white washers. 
In size the washer will probably re- 
main as it is at present. New features 
will continue to be exploited, but ap- 
pearance, convenience and efficiency 





will be main sales appeals. Price levels 
are likely to be higher in 1939. Best 
sellers will list around $70. 


CROSLEY CORPORATION 


ETTER washers at higher prices 

is what R. J. O’Connor, manager, 
Washer-Ironer Division, The Crosley 
Corporation, sees ahead. He says, “Re- 
tail sales of washing-machines have 
shown an upward trend since the mid- 
The average retail 


dle of August. 





It's amazing what loads taxicabs 
at a time in a cab—at a nickel 
of the day 


price has moved upwards in the same 
ratio. Better washers at higher prices 
are defintely in the picture. This en- 
couraging trend is reflected with an 
average retail price for washers of 
$73.63 in 1937 and $73.21 in 1938 in 
spite of a recession. We can naturally 
look for a strengthening of retail prices 
with the upturn in unit sales. 
“Apparently the all-white washing 
machine will dominate the industry, 
with increased tub capacity and more 
massive design and construction to 
command the purchaser’s attention. 
“The application of gadgets or ac- 
cessories that definitely add to the util- 
ity and convenience of the washing 
machine will help to maintain and 
increase the average selling price.” 


THE DEXTER COMPANY 


OWN at Fairfield the thinking 

seems to be that the trade is 
going to demand more massive wring- 
ers in 1939 on everything except the 
lower priced models. White seems to 
be on the way out. Since white is 
now used on the cheapest machines it 
will probably meet the fate of any 
fashion that gets on the counters of 
the Five and Ten. 

The big capacity washers will con- 
tinue to sell best in small towns and 
rural communities where there is 
generally plenty of house room and 
where washings are largest. Efficiency 
is becoming of increased importance 
in the eyes of the user. Dealers 
should give this point special consid- 
eration in their new models. 

Gasoline powered washers are going 
to do better than last year. In fact 
1939 won’t be as tight a market as 
1938. Big crops were harvested in 
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practically all of the agricultural 
states and the government loans on 
grains will let a lot of money loose 
among the farmers. 


EASY WASHING MACHINE CORP. 


HAT the public wants a washer 
in which all kinds of clothing, 
delicate as well as sturdy may be 
laundered, is the philosophy of this 
corporation in sizing up the 1939 
market. Visitors to their display will 





can hold during show time. Six 
a piece—seems to be the order 


get a chance to learn what recent ex- 
tensive research among consumers has 
revealed—just how much a stumbling 
block to sales lack of complete public 
confidence in machines has been. 

The 1939 buyer will find Easy dead 
set against special deals which do not 
carry the right mark-up for the dealer 
and kill the possibility of future sale 
to each customer sold. The January 
visitor to Easy will learn its opposi- 
tion to deals that involve free candid 
cameras, free carving sets, or free 
goods of any kind, as merely the start 
of a vicious competitive circle which 
ultimately cuts down the dealer’s 
profits to the vanishing point. 

Easy is said to be coming into the 
market with a line that has the highest 
unit of sale in the industry, a line on 
which all numbers return a profit to 
the dealer, and a line that will consist 
of three distinct types of washing 
action. 


EDISON GENERAL ELECTRIC 
APPLIANCE COMPANY 


SING the last quarter of this 

year as a barometer, 1939 should 
prove to be a banner year in the sale 
of home laundry equipment products, 
said H. E. Warren, Manager of the 
Hotpoint Home Laundry Equipment 
Division. “Competition will be ex- 
ceeding!y keen next year, and low 
price will be one of the appeals to 
secure business. However, the retailer 
interested in profits as well as volume 
will realize the necessity of a complete 
sales presentation, and will resort to 
concentrating on units selling in the 


GENERAL ELECTRIC COMPANY 


O unusual changes contemplatea 

for washers for 1939. White 
to be prevalent color. Capacities ot 
machines to remaify same as present. 
Features of greatest sales appeal 
should be those that produce simplified 
operation and upkeep of washer such 
as GE one control wringer and perma- 
drive adjustable mechanism with only 
four moving parts. Inasmuch as 
material costs are rising washer prices 
may also justifiably increase. But 
when you can buy a washer for as 
low as 30 cents a pound compared to 
45 cents for beefsteak the washers 
still remain the greatest value that 
a woman can buy if costs of foods and 
other commodities rise washer prices 
for similar reason will increase and 
yet the washer will still be the 
woman’s best bargain. 


GETZ WASHER CO. 


HAT has been making the auto- 
mobile go to town is its stream- 
lining, color and other features. In 
like fashion beauty in the laundry is 
going to be the chief talking point for 
1939, so it seems down at the Getz 
Washer Company, White will con- 
tinue as the dominant color for 1939 
and the medium sized washer is the 
most popular. Safety features are at 
last being demanded by the public. 
There is a growing demand for ex- 
clusive lines as large dealers have been 
growing peevish at the tactics of small 
outfits who work on a $5 bill gross 
profit. Best guessers at Getz believe 
that $59 to $89.95 will be 1939 pre- 
vailing prices. 
The 1939 public is a shopping public 
in the Getz belief. People who want 
washers are extremely price conscious 





And nothing can compare to the luxury 
of getting those steaming dogs out of 
the brogans at the end of a busy day. 


and they have all seen the mail order 
house advertising. Eye appeal and 
something different is needed to get 
the business. 


HAAG BROS. CO. 


HERE seems to be no question 

but that white as a color will pre- 
vail in 1939, although there will be a 
very considerable market for colored 
machines also. This, is particularly 
true in the farm market and more so 
than many realize, in the city markets. 
Very frequently women comment, “My, 
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this white washing machine is pretty 
but I believe I would prefer a colored 
one in my basement.” 

There will not be much change in 
tub capacity. Capacity of the higher 
priced machines will remain about 
where they are today. When the 23- 
inch diameter tub is reached, we are 
getting pretty close to the top. 

Gadgets, of course, will always have 
a certain amount of sales appeal. 
After it is all said and done, a woman 
buys a washing machine for just two 
things—to wash and to wring clothes. 
If it weren’t for these two functions 
of a washing machine in the home, 
she wouldn’t give $5 for the best 
washer ever made even though it were 
finished in gold leaf. 

Price levels on washing machines 
for 1939 will be higher. Most of us 
are going into the new year with 





“A highball at nightfall" seems to be a 
pretty well established custom 


greatly reduced merchandise inven- 
tories and that there will not be the 
devastating scramble to unload ware- 
houses this spring as was the case a 
year ago. Manufacturing costs have, 
in no sense, been reduced and with 
every indication of a decided upturn 
in business, it would appear, that the 
trend of price levels would be upward. 
Good volume will be realized in $79 
and $89 brackets this coming year. 
Sale of gasoline engine powered 
washers has been affected by the ex- 
tension of electrification projects and 
while there is a very important large 
farm market to insure a substantial 
volume of gasoline engine sales for 
the next several years, it is the Haag 
opinion that we will be aware of a 
slight slackening up in this field. 


HAMILTON BEACH COMPANY 


HE virgin market for Food 

Mixers still absorbs all that can 
be made, without any replacements 
as yet. The two colors, white and 
ivory, rank about 50-50 in popularity 
and should continue to do so in 1939, 
There seems no demand for other 
colors. Three or four of the attach- 
ments have won wide popularity. 
Mixers will hit their peak as gift items 
in the 1939 market, but also fit in 
perfectly in the kitchen modernization 
picture. 


HOLLAND-RIEGER CORP. 


EGINNING in January there 
will be a very much improved de- 
mand for home laundry products, and 
the trade shows in January will result 
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in more immediate business than has 
been the case for the last several 
markets. 

It is our intention to stress white 
on all of our models except a very few 
in the low end of the line. We are 
now showing two sizes in tubs and it 
is not likely that any change will be 
made in this direction. 

We believe that price levels will be 
slightly advanced over 1938 and that 
as in 1938, the bulk of the business 
will be done on the average priced 
machine, probably on a few super- 
value numbers at fairly low prices. 

We hope by developing a complete 
line of electric ironers in various 
grades, to stimuate a greater volume 
on those machines and to build up for 
our dealers the same type of set-up 
selling they now have on washing 
machines. 


HOOVER COMPANY 


HE year 1939 will see a public 

that is returning to the market for 
machines that embody new refine- 
ments and new efficiencies. For ex- 
ample, the way 1939 cleaners run over 
light and heavy pile rugs without ad- 
justment of the nozzle is an eye- 
opener. The way cleaners can be 
switched over from rugs to a furni- 
ture job without stopping the motor is 
another surprise. 

Lighter weight, without loss of 
efficiency, and designs and color 
schemes give 1939 models added eye 
appeal which induce interest. 


HORTON MFG. CO. 


ISS America of 1939 is going 

to study the importance of 
sanitation as it affects home laun- 
dering. She will be on the lookout 
for a washer that can be easily kept 
clean. She will be looking for new 
washing methods that permit her to 
segregate “runnynose” hankies, baby 
diapers, sick room linens and other 
articles that she prefers to wash 
separately and apart. 

She wants a large “over size” tub 
that will handle a bigger load and do 
it in less time. She wants convenient, 
easy controls. She will be interested 
in gadgets that extend the usefulness 
of her washer to include such chores 
as starching, tinting and dyeing, and 
even dry cleaning with non-inflam- 
mable cleaner’s naphtha. 


HURLEY MACHINE DIVISION 


HITE will still prevail in 1939. 

It rather looks like white is 

here to stay. In the first place, all 
manufacturers went to white to satisfy 
not the retail purchaser, but the dealer 
who didn’t like to put a colored ma- 
chine in a window with a refrigerator 
or stove. However, it is believed now 
that the public accepts white generally. 
It is hardly conceivable that there 
will be any increase in the capacity 
of tubs as there is no need for tubs 
as large as they now are. The smallest 
tub is large enough for any family. 
However, it is presumed that most 
manufacturers will stay about the 
same on this item. As far as Hurley 


is concerned, in the new Stow-a-Way 
Kitchen Laundry, we are using a 
small tub, which is plenty large for a 
family washing, declares John R. 
Hurley. 

He says; “I feel that there is going 
to be a definite change in merchandis- 
ing of washing machines. Price is no 
longer an appeal and exclusive fea- 
tures will come into the foreground. 
I think you will undoubtedly see price 
increases in 1939, and these will be 
based on exclusive features. I might 
cite, for an example, our new Stow-a- 
Way Kitchen Laundry, which has 
just been announced to the industry. 
This seems to reveal a large potential 
market and because of it being differ- 
ent, will cause a lot of interest and 
curiosity, besides satisfying a long-felt 
need. 

“To sum up my thoughts, I feel 
that 1939 will show a trend towards 
selling on the. merits of the product 
rather than on price appeal alone, 
and that you will see more of an effort 
put on planned selling. That is my 
guess.” 


A. J. LINDEMANN & HOVERSON CO. 


pT geen styling will be the 
keynote of the 1939 electric 
range market, with floor base models 
predominating. Ranges will be 
“dressed up”, and fitted with “gadgets” 
emphasizing convenience value and 
eye appeal. 

White is definitely the 1939 color. 
Switches, handles, matched accessories 
in snow white plaskon with sparkling 
chromium trim will give 1939 electric 
ranges new beauty and sales appeal. 

Ovens will be larger, and improved 
baking characteristics through the 
scientific two unit oven principle of 
correct balance of heat distribution 
between bottom and top, will be 
assured. 





Their are always those devotees of close 
harmony who find every occasion to 
exercise their mutual talents 


New, faster, enclosed, sheath type 
unit, with improved ease of cleaning 
provided, will offer higher “top” 
speeds, and lower simmering heats, 
through positive 5 heat control. 

Improved performance requirements 
of competitive fuel type ranges, with 
correspondingly higher prices will 
minimize price differentials between 
fuel ranges and the modern electric 
range, thus creating more favorable 
opportunities for “selling up” to the 
better, completely equipped electric 
models, and insuring brighter profit 
possibilities. 





MALLEABLE IRON 
RANGE COMPANY 


HE trend in cookery is toward 

the trial and test angle, one gleans 
at Beaver Dam. The bang with 
which the miniature range—really a 
roaster on legs with surface cooking 
top—has gone over is a straw in the 
wind. Utilities can demonstrate jt 
in the home without special wiring 
as only the surface cooking top or 
roaster can be at one time, avoiding 
overloads. Low price permits sale to 
low income groups, something else 
that the trade is interested in. 

Compartment cooking is rising in 
popularity, as surface cooking declines, 
Reason possibly is economy on elec- 
tricity, as all too many women try to 
cook with rocky 10 cent store utensils 
and waste current. Pyrex covers to 
electric range utensils continue in 
popularity. 

While interest in kitchen modern- 
ization continues to grow, Malleable 
appears to favor the step-by-step proc- 
ess rather than a one-shot job. Rea- 
son, so many people can afford the 
former method. Small cloud in the 
sky in uniform height appliances, as 
demanded by kitchen modernization 
stylists, is the fact that a 36 inch 
height is not convenient to all sizes of 
women, and the lowered oven does not 
please all women. One customer with 
arthritis shopped the field last year 
for an oven that could be opened 
without stooping. 


MAYTAG COMPANY 


939 prospects for washing machine 

business will be good or bad, de- 
pending upon how you look at the 
market. Maytag cuts the market up 
into three levels: 1. spontaneous, 2. 
potential, 3. latent. The industry these 
last few years has competed on a 
price market mopping up those pros- 
pects who have been educated by 
demonstration until they have become 
spontaneous buyers. Today the spon- 
taneous market is more or less gone. 
There is as big a potential market as 
ever, people who have to be sold on 
the quality and economy advantages 
of a good machine. It is necessary to 
get back to demonstrations, to creative 
selling. Creative selling will permit 
the industries to move higher priced 
machines and get more profit. More 
profit is necessary if the industry is 
to take care of the trade-ins. Too 
many dealers today are figuring on 
the number of machines they sell, 
and not on the profit they make on 
them, according to Maytag’s thoughts. 
Every retailer going to market should 
remember that during the year the 
washing machine industry sold the 
most washing machines it made the 
least profit. 

White will continue to be a popular 
color, even though it is less practical 
than other colors. The public is shy- 
ing away from tinny machines, and 
listen with a great deal more respect 
toward solid merchandise than the 
dealer believes. Furthermore, every 


(Please turn to page 57) 
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HE annual trek to Chicago 
which has sprung up in 1925 is 
as natural a pilgrimage as 
Chaucer’s journey to Canterbury. 
Following right after Christmas, in 
the trade doldrums of January, it is 
timely for merchants, a pleasure for 
themselves and their wives. America, 
ysed to P. T. Barnum and three-ring 
circuses, gives them four fairs in one 
at Chicago—bigger and better than 
anything found in the old world. They 
can visit the Furniture Mart, pioneer 
exhibitor in this field. The Mer- 
chandise Mart, the world’s largest 
pbuilding, beckons them. In the cozy 
corridors of the Stevens Building, 
world’s largest hotel, they can mill 
from room to room and see the Na- 
tional House furnishing show. 

New this year at the Palmer House 
is the House Furnishing Manufac- 
turers Association of America, Janu- 
ary 8 to 14. 

Following are some of the special- 
ties of each exhibit: 


AT THE STEVENS 


HE twelfth annual exhibit of th 

National House Furnishing Manu 
facturers Association will be held at 
the Stevens—world’s largest hotel— 
January 8 to 14, 1939. 

First home laundry equipment dis- 
play, sponsored by the American 
Washer and Ironer Manufacturers 
Association, will be held in connection 


Exhibitors at the Shows 


with the Stevens show in exhibition 
hall. Manufacturers are holding new 
models and improvements for unveil- 
ing at this time, and widespread pub- 
licity has been released by the asso- 
ciation, under guidance and W. Neal 
Gallagher, president, and J. R. 
Bohnen, executive secretary, which is 
expected to bring distributors and 
dealers from the far corners of the 
country. 

The exhibits at the Stevens, cozily 
shown in bedrooms, are primarily of 
the house furnishing and gadget class, 
with the exception of major appli- 
ances. A big dinner, with floor show 
and dancing, hits the high place of 
the week for visitors. 

Executive secretary Warren Ed- 
wards handed the following list of 
exhibitors to Electrical Merchandis- 
ing, as the best possible electrical 
picture prior to press time: 


AT THE FURNITURE MART 


ECAUSE furniture and appli- 
ance design goes hand in hand, 
the January 9 to 21 show at the 
Furniture Mart is going to hold 
special interest for the buyer who 


wants to select easy selling models. 

Ever since the kitchen jumped into 
prominence as the room the American 
family spends the most on, major 
appliance manufacturers have been 
sensitive and responsive to styling that 
will put this major investment in line 
with the rest of the home. The 
Kitchen Clinic at the Furniture Mart 
in January promises to be about the 
last word in associated furnishings. 

While it cannot be said which comes 
first, furniture design or appliance de- 
sign, anymore than the hen-or-the-egg 
argument can be answered. Neverthe- 
less a browse about furniture exhibits 
will be highly illuminating to the elec- 
trical buyer. He will discover new 
changes in hardware, cane trimming 
coming in, bas-relief type carvings, 
functional designs appearing such as 
combination beds and bookcases, elec- 
trified dresser and vanity mirrors, 
“piano” finishes. A contest between 
American designers will throw addi- 
tional light on what the future of mer- 
chandising holds. 

Fifth floor is the home of the elec- 
trical people. An incomplete list of 
those exhibiting includes: 


AT THE MERCHANDISE MART 


VER at the big Merchandise 

Mart, brainchild of the Marshall 
Field estate, the doo-s will be open for 
the Winter Furniture and Interna- 
tional Home furnishings Market, 
January 9 to 21. 

Fourteenth floor will hold chief in- 
terest for electrical dealers, with the 
twelfth—lamps—a close second. It 
will be worth while to barge around 
on fifteen, too, where china and gifts 
are sequestered. Seventh floor holds 
the permanent Home Buildings Ex- 
hibit, for amusement only on the first 
floor will be a showing of primitive 
house furnishings. 

Like a gun fired to start buyers on 
their way will be the president’s din- 
ner, held on the first day, January 9, 
by the Manufacturers and Merchan- 
disers club, with Nathan Leverone 
presiding. 

It is never possible to print a who’s 
who of exhibits, on account of the 
last minute ideas that are rushed under 
the wire, but here is the latest release 
of manufacturers showing something in 
the electrical field: 





Exhibitors at Stevens Hotel 


A-B Stoves, Inc. 

Altorfer Brothers Co. 

Apex Rotarex Corp. 
Automatic Washer Company 
Barlow & Seelig Mfg. Co. 
Barton Corporation 

Bendix Home Appliances, Inc. 
Bersted Mfg. Co. 

Birdsell Corp. 

Birtman Electric Co. 
Blackstone Mfg. Co., Inc. 
Clements Mfg. Co. 

Conco Engineering Works 
Conlon Corporation 

Copeland Refrigeration Corp. 
Cribben & Sexton 

Crosley Radio Corp. 

Dexter Company 

Dominion Electrical Mfg. Co. 
Easy Washing Machine Corp. 
Electrical Merchandising 
Emerson Electric Mfg. Co. 
Filtex Corporation 

Geier Company, The P. A. 
General Electric Co. 

Geuder, Paeschke & Frey Co. 
Gibson Electric Refrigerator Corp. 
A.C. Gilbert Co. 

Hamilton Beach Co. 

Haag Brothers Co. 

Heinz & Munschauer Co. 


Herst Co., The William 

Hill-Shaw Co. 

Holland-Rieger Corp. 

Hoover Company 

Horton Manufacturing Co. 
Hurley Machine Co. 

Johnson Motors, Refrigerator Div. 
lronrite lroner Co. 
Knapp-Monarch Company 

A. J. Lindemann & Hoverson Co. 
Lonergan Mfg. Co. 

Lovell Mfg. Co. 

Meadows Mfg. Corp. 

Miracle Products, Inc. 

National Stamping & Electric Wks. 
Naxon Utilities Corp. 

Nineteen Hundred Corp. 

One Minute Washer Co. 

Potter Refrigerator Corp. 

Prima Mfg. Co. 

Proctor Electric Co. 

Progress Vacuum Corp. 
Samson-United Corp. 

Silex Company 

Sweeper Vac Co. 

Victor Electric Products, Inc. 

Voss Bros. Mfg. Co. 

Wabash Appliance Corp. 
Westinghouse Electric & Mfg. Co. 
Premier Div. Electric Vac. Cir. Co. 
Universal Cooler Co. 


‘American. F urniture Mart Appliance Division 


Firm Space 
Automatic Washer Company.......... 529 
Barlow & Sellig Mfg. Co............. 530 
se AS aut garg an neon 549-A 
Binghamton Washing Machine Corp. .511-B 
Blackstone Mfg. Co................ 509-A 
EE Ss aby. cb aw + owes eke 544-A 
Se I nie os 00's oweuing 531 
Estate Stove Company................ 523 
ae 547-B 

Evans Products Co................4- 535-B 
Figidaire Corp. ...............4--. 508-4 


Washer Company............. 512-A 
Sibson Electric Refrigerator Corp... .540-B 


_—— 


Holland-Rieger, Inc................... 713 
I, cc's wire mewseesnts 547-A 
Indian Products Corp. of America... .512-A 
pS Err es 514-B 
Landers, Frary & Clark.............. 513-B 
Nineteen Hundred Corp............ 5II-A 
Norge Division, Borg-Warner Corp..... 522 
ok Seer 516-B 
Re-New Sweeper Co................. 526 
Tinnerman Stove & Range Co........ 515-B 
eer 520 
8. Serre 515-B 
Youngstown Pressed Steel, Division of 

of Mullins Mfg. Co............... 513-A 


At Palmer House 


Chicago Electric Mfg. Co. 
Dominion Electrical Mfg. Co. 
P. A. Geier Company 
Hamilton Beach Co. 
Knapp-Monarch Co. 

Landers, Frary & Clark 


McGraw Electric Co. 

National Enameling & Stamping Co. 
Steem-Electric Corp. 

Superior Electric Products Corp. 
West Bend Aluminum Co, 


Appliance Divison at Merchandise Mart 


Firm Room 
PI II oi oso v ara's ov cae alee 1414 
ek, rn 1416 
Aluminum Goods Mfg. Co........... 1424 
American Gas Accumulator Co...... 7-202 
Apex Rotarex Corp.............000.. 1473 
Armstrong Products Corp............ 1488 
ee 14-107 
Century Products Co................ 1488 
Chelsea Fan & Blower Co.......... 14-107 
Chicago Electrical Mfg. Co.......... 1488 
Citesep Sates Corp. ........2..... 1505B 
a ae 15-111 
Continental Corp. ................ 14-100 
Continental Electric Co............... 903 
SSS errr 1505B 
dS 1416 
Crown Stove Works................ 14-104 
Crystal Goat Fyrvart..............05.. 1532 
SS a errr 1508 
Se 2 eee 1433A 
Delco Appliance Co. ............... 1505B 
Dominion Electric Mfg. Co.......... 1422 
Dormeyer, A. F. Mfg. Co........... 1498 
i re 11-109 
Easy Washing Machine Co........... 7-151 
Electrical Associates ................ 1488 
NN TIE GIRS 6 cic een csn cece. 1410 
Enterprise Aluminum Co., The........ 1487 
Florence Stove Company............ 1475 
Pinched, fine, UNG... 6665s essccc csc. 1494 
Forestek Plating & Mfg. Co.......... 1494 
i eee 1433 
Globe American Corp. .............. 1455 
Great Northern Products Co.......... 1579 
Hertzberg, Arthur & Craftsmen...... 1588 


ee EE ere 12-105 
ere 1433 
Inland Glass Works, Inc.............. 1581 
Jewel Equipment Corp. ............. 1457 
Geystone Sliver, lac...........00000. 1509 
Knapp-Monarch Cq................. 1495 
eee 15-111 
Landers, Frary & Clark............... 1416 
Made-Rite Corp., The.............. 1433A 
Major Appliance Service............. 1112 
Manning, Bowman & Company........ 1467 
era 1488 
Middlebury Electric Clock Corp......1455 
Miller, Herman Clock Co.......... 15-111 
Monarch Aluminum Ware Co....... 1410A 
Mutual Sunset Lamp Mfg. Co........ 1221 
National Enameling & Stamping Co. .. 1462 
National Wood Products Co........ 1419A 
Naxon Utilities Corp................ 1488 
Northern Electric Co.............. 14-107 
NT IR MN caisiciors bow 0cae staleors 1422 
Radio-Larm Clock Co.............. 1424A 
EE SHOE GOs cececsccndvecteacs 1422 
AS ee 1436 
Robeson-Rochester Corp. ............ 1485 
Samson-United Corp. ............. .. 1496 
Sanitary Refrigerator Co. .......... 14-100 
Sessions Clock Co., The.............. 1409 
ey SS rere 1422 
Standard Transformer Corp........... 1410 
SOOO, COM ric xe reas cussed 1435 
Superior Electric Products Corp....... 1492 
Swartzbaugh Mfg. Co............... 1498 
United Electrical Mfg. Co. ......... 14-107 
NO ic cdacncedescaves 7-202 
West Bend Aluminum Co............ 1471 
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Enlisting she Builders 





Niagara Hudson’s Five Star home has proved, over a year’s experience, that modern kitchens, adequate 
automatic hot water and air conditioning can be sold through the local builder 


wiring, good lighting, 






Olive Pitts, 5-Star's secretary, 
designs kitchen color schemes 
and checks plans 


VEN professional pessimists 
and economic tear-jeakers park 
their hankies and make en- 
couraging sounds when the talk 
turns to the coming boom in home 
building. It’s here already on a small 
scale—comparatively speaking. And 
with the definite, strong upsurge in 
business which, from half a look at 
any of the business indices, seems to 
be due for arrival in the early spring 
months, the architects have need to 
sharpen their pencils and the carpen- 
ters their tools, to prepare for howling 
prosperity. 
That’s number one. 
Number two is concerned with the 
fact that a really strong movement to 
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"Andy" Houser, left, 5-Star's building inspector, 
goes over the wiring specs on a new home with 


contisneas BY 
NiwW YORK POWER and UGH 


AGARA a@ nu0son 


4 CONTRA 


George Hockensmith, Jr., local Albany builder 


promote adequate wiring in the elec- 
trical industry has cleared the first 
harriers and is heading into the 
stretch. Under the auspices of the 
National Adequate Wiring Bureau, 
city after city is receiving its certifi- 
cation to put teeth in this necessary 
but long-neglected phase of industry 
promotion. 

An examination of these two sets 
of facts—a coming building boom in 
the residential field and a powerful 
movement under way nationally to pro- 
mote adequate wiring—would seem to 
indicate that somewhere along the line 
there would be a meeting; that the two 
belonged together like ham and eggs 
or corned beef and cabbage; that the 
one could not and should not exist 
apart from the other. 

Under just such an assumption the 
electrical industry has been laboring. 
One or two things have been over- 
looked, however: the adequate wiring 
program is not addressed primarily to 
new building and building contractors 
are not concerned primarily with ade- 
quate wiring. There are even those 
who claim that they are not concerned 
at all. And yet if the electrical in- 
dustry is to get to first base with any 
kind of an adequate wiring program, 
and if the public who are going to be 
asked to subscribe to some decent 
standard of wiring are not even edu- 
cated sufficiently to expect it in the 
new houses they build, then the whole 


job will only have to be done over 
again. 

There is only one really satisfactory 
answer to the problem of getting good 
wiring into the thousands of honies to 
be hatched out of blueprints when 
the building boom hits its stride: a 
strong local authority to set or adapt 
the standards and see that they actu- 
ally go into the building once they 


Two views of a kitchen in a $9,000 home. 











J. H. Van Aernam, in charge of 5-Star in the 
Albany territory, points with pride 


are adopted. Public education can do 
a lot—Red Seal proved that. But, in 
the final analysis, the job is not going 
to be done until the guy that builds 
and sells the house—the guy that 
sweats over the cost estimates—is 
firmly convinced that it is to his ad- 
vantage and profit to see that the 
proper wiring goes behind the walls. 
There’s the rub. Out of sight, out of 


Note that with light on all work 


centers, the center fixture may be ornamental—a new motif in kitchen design 
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April, 1937, we published the an- 

nouncement of the 5-Star Plan, 

written by M. E. Skinner, vice- 

president of Niagara-Hudson. 

Herewith, a year's results in one 
territory. 


mind for the builder as well as the 
buyer. We can shout ourselves hoarse 
about the need for adequate wiring 
and get nothing but a shrug. We 
can't shout any louder than the plumb- 
ing and heating people, the lumber 
people, the cement people, the insula- 
tion and roofing people, the glass and 
brick and tile people and.a dozen other 
industries with something to sell the 
builder. 

But we can prove one thing: Ade- 
quate wiring and installed electrical 
equipment sell houses. And so we in- 
vite you to take a look at one section 
of the country. where these things have 
been proven and where a local author- 
ity—the power company—functions to 
see that the material really goes into 
the house. 

About a 


year ago, the Niagara- 


Hudson Corporation, operating in 
Syracuse, Buffalo and Albany, New 
York, launched a local industry move- 
ment under the name of “The Five- 
Star Home.” In various communities 
served by their companies they built 
demonstration homes embodying the 
principles of the “Five-Star” emblem. 
These five stars include. 
1. Wiring for the future. 
Lighting for vision. 
Step-saving kitchen, 
. Automatic hot water service. 

5. Automatic heating and insulation. 
(Also called “Inside weather 
trol.”’) 

Booklets embodying the certification 
standards for these Five-Star homes 
were printed and placed in the hands 
of builders and the different power 
companies in each territory went to 


con- 


Another view of the kitchen which cost $1,900 and includes dishwasher, dis- 
posal, refrigerator, range, clock, vent fan, radio, mixer, roaster, percolator. 
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By Laurence Wray 





At the right are shown repre- 

sentative houses which have re- 

ceived the 5-Star insignia. They 

range in price from $4,000 to 

$12,000 and are completely 
electric 


work to make the Five-Star emblem 
mean something to the general public 
who might have a yen to build. The 
underlying theme of the promotion 
addressed to the public stressed the 
convenience of the Five Star home— 
taking full advantage of modern meth- 
ods and equipment to make it easier 
to keep house, provide more leisure 
and reduce both the cost and worry 
of home management to the minimum. 
To make the plan applicable to vary- 
ing levels of income, specifications 
were set for homes costing under 
$6,000, from $6,000 to $9,500 and for 
larger houses which could properly 
utilize extra conveniences over those 
minimum standards set for the small 
house. 

The Five Star plan has been in 
effect almost a year now and it is no 
exaggeration to say that close to 100 
home builders operating in the locali- 
ties served by Niagara-Hudson, are 
thoroughly acquainted with details of 
the promotion and have found that 
the Five-Star label on a home is the 
most effective guarantee that it will 
be sold. 

To the builder, Five Star represents 
a free consulting service on all phases 
of electrification and wiring. Five 
Star not only sees that the builder is 
supplied with all the advice about the 
wiring and equipment, but goes to the 
trouble to make sure that the advice 
and planning is followed—in other 
words, that the material actually goes 
into the house. Builders with a tend- 
ency to substitute No. 14 wire for the 
required No. 12 in house circuits or 
builders who are careless in seeing to 
it that insulation is packed between 
the studs before the plaster is slapped 
on, find themselves out on a limb. The 
Five Star emblem is promptly ripped 
from the front of the house and when 
the shack is being advertised for sale 
it is just another house. 

J. H. Van Aernam who runs the 
Albany end of the Five Star promo- 
tion can tell a host of stories about 
builders in his bailiwick who thought 
that, after receiving the free planning 
service and publicity of a Five Star 
job, could easily afford to ignore any 
part of the specifications except those 
which even their penny-pinching tac- 
tics thought were necessary. The big 


























builders in the community are too 
jealous of the privileges Five Star 
gives them to monkey around with 
ways and means of circumventing it. 
To them it sells houses at higher 
prices which the customer cheerfully 
pays. That’s all they need to know. 
But there is always the fringe element 
—the works on the 
theory that what the customer can’t 
see won't hurt him 

So much for the attual building. 
Five Star goes even further. They 
tell the builder exactly what to tell 
the customer about the advantages of 
the home they are about to buy. If 
the house is sold through a real estate 
company, then the 


chiseler—who 


salesman of that 























company is carefully coached in the 
vernacular of Five Star. To cap the 
thing, Five Star takes space in the 


newspapers to te!l the public what 
Five Star stands for. And so from 
actual blueprint to the signing of the 
contract for purchase of the 
Five Star is ready with specifications 
and plans, with inspection to see that 
the plans are carried out, and finally, 
with advertising and promotion to help 
sell the house to the ultimate buyer. 

Now it must be remembered that 
every time an independent builder puts 
up a Star Home, he is doing 
more than just putting up a shelter; 
he is doing more than putting up an 
adequately wired home. He is build- 
ing and instal!ing the equipment of an 
electric home. 

Let’s look at a kitchen, for instance, 
in a $5,000 home which means that it 
would have the minimum requirements 
set up by Star A 
kitchen, in the words of 


home, 


Five 


Five planned 
Five Star, 
“containing the 
principal modern labor-saving appli- 
ances properly placed for the logical 
sequence of work, together with cor- 
rectly located cabinets and storage 
space, either built-in or portable. It 
is well lighted and properly wired with 
sufficient well-placed convenience out- 
lets. It has sanitary, easily-cleaned 
walls, floor and working surfaces, in 
the construction of which 


may be defined as one 


possible 
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dirt pockets have been avoided. The 
color scheme is pleasing. Provision 
is made for special ventilation to 
carry odors to the outside.” 

This kitchen will have a minimum 
of 24 feet of storage cabinets; an elec- 
tric refrigerator of 5 cu.ft. minimum 
with 6 ft. recommended; an electric 
range with a minimum connected load 
of 7,000 watts, three surface units and 
an oven heat regulator; a ventilating 
fan (recommended); a 24-inch deep 
work counter and an implement cabi- 
net (recommended) for vacuum 
cleaner and other cleaning devices. 
If the house is to cost over $6,000, 
the refrigerator becomes a minimum 
6 ft. box, the four-burner 


range a 


Also in the 5-Star 
demonstration home is 
a complete home laun- 
dry. Here again, the 
minimum specifications 
do not call for com- 
plete laundries — they 
are recommended. Em- 
phasis is on wiring, 
lighting, automatic hot 
water and house heat- 
ing, insulation and elec- 
tric kitchens. 


unit model, the vent fan a must item 
and a clock and electric dishwasher 
recommended items. In houses run- 
ning to $9,500 or over, the refrigerator 
required is an 8-footer, the range must 
have a timer for automatic control of 
the oven, vent fan and clock are re- 
quired and a dishwasher and garbage 
disposal unit are recommended. 
That’s the way the thing is set 
up for kitchens. The important thing 
to bear in mind is that recommended 
dimensions of working surfaces, cabi- 
nets and the essential equipment such 
as the range and refrigerator’ is re- 


quired as a minimum—in other words, 
for the small home which comprises 
the big market. 

Let’s look at Star No. 4—automatic 
hot water service: 

Minimum requirements for any type 
of home call for the installation of a 
completely automatic electric storage 
water heater. The heater must be 
insulated and thermostatically con- 
trolled on each heating element. For 
the small house the minimum capacity 
is set at 30-gallons with a minimum 
wattage of 1,000 watts for a single- 
unit heater and 2,000 for a double- 
unit. Non-ferrous, corrosion resisting 
material is recommended. In _ the 
$6,000-$9,500 home class a 40-gallon 


In the demonstration 5- 
Star home in Albany, 
there is a complete air 
conditioning system for 
winter and summer. 5- 
Star specifications, how- 
ever, do not call for 
anything but minimum 
temperature control 
features in smaller 
houses—usually auto- 
matic heat of some 
form. Year-round sys- 
tems are ''recom- 
mended'' to more 
expensive homes. 


tank is specified and for larger houses 
a 50-gallon tank. 
Star No. 5 calls for Inside Weather 


Control. This doesn’t mean that year- 
round air conditioning is called for. 
In homes over $9,500 cooling and 
dehumidifying functions are recom- 
mended to be installed at the desire 
of the owner. Inside weather control, 
however, does set up certain minimum 
specifications for even the $5,000 
home. First among these is that the 
house shall be completely blanketed 
with thermal insulation; that simple 
heating be installed; and that air 


circulation be accomplished by means 
of an attic fan or a blower unit jp 
connection with the furnace. In homes 
of the $6,000 to $9,500 class the heat. 
ing system is required to be automatic 
with provision for air circulation, air 
cleaning (filter) and humidification jn 
winter; air circulation and air clean. 
ing in the summer. The same applies 
to homes costing over $9,500. 

The foregoing will give some idea 
of the extent to which electric equip. 
ment, now sold in piecemeal fashion, 
is built in to homes constructed under 
the Five Star emblem. It is in the 
lighting and wiring specifications, of 
course, that the greatest detail has 
been gone into and which require the 
closest following when the house js 
actually under construction. Wiring 
specifications are gone into in con- 
siderable detail too lengthy for sum- 
marization in this article. Suffice to 
say that they approximate the resi- 
dential standards incorporated in the 
Handbook of Adequate Wiring. 

Lighting specifications, however, 
have opened up a lot of interesting 
applications in their adaptation to the 
Five Star home. Generally speaking, 
6 foot-candles are required for the 
kitchen with 10 foot-candles over work 
surfaces; ditto for the dining room 
with 15 foot-candles for study, games 
or hobbies; 20 foot-candles are re- 
quired for bathroom mirrors and 15 
for the washer. Lighting fixtures and 


bulbs must be supplied and connected 
and the fixtures installed, except in 
cases of closets or garages, must be 
shaded or concealed to prevent glare. 
Proper lighting over kitchen work sur- 
faces is recommended which gives rise 
to a new idea in kitchen planning— 


the use of a decorative fixture for the. 


central lighting unit rather than the 
standard functional light. 

General adoption of the Five Star 
procedure insofar as lighting was con- 
cerned would constitute a boon to the 
lighting fixture business. Layouts of 

(Please turn to page 58) 
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The Stoker display Wa 
room of James & 2 
Roach, Detroit, is | 
entirely devoted to 
automatic coal feed- 
ing systems (Stokol) 


z 


HE average person would not 
select Winnipeg, Canada for a 


winter vacation . . . or the 
Mississippi River for a fishing ex- 
pedition . . . or Detroit, Michigan, 


with its labor unrest, its CIO activities 
and the low production that has pre- 
vailed this year in the automobile in- 
dustry, as a standout city in which 
to conduct a model stoker retail opera- 
tion. 

But that’s exactly what James & 
Roach, Stokol distributors in Metro- 
politan Detroit, did this year. They 
set out to sell a minimum of 1,000 
stokers and have already exceeded 
their quota. - 

Strikes and unemployment are no 
obstacle to a James & Roach sales- 
man. He knows that the last census 
gave the population of Wayne County 
as 1,888,946. He knows that there are 
235,964 one and two-family homes in 
the county. He knows that this is 
one of the pioneer markets for auto- 
matic heat. And that there are 25,000 
oil burners, 20,000 gas burners and 
18,000 stokers—or a total of 63,000 
automatic heating units already in 
service. 

He knows, too, that Detroit is a 
modern city, that the government esti- 
mates that 75% of all the one and 
two-family homes in Detroit and 
Wayne County have a valuation of 
$5,000 or more, that there is a poten- 
tial of 145,323 prospects for automatic 
heat. 

So he starts his day’s work by 
Prospecting . . confining his work 
toa few city blocks where he calls 
from door to door and makes a survey 
to find out how the house is heated 
(Whether steam, hot water or warm 
air), what type of fuel is used, what 
it costs to heat the home an average 
season, the approximate number of 
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oa 
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OMMERITE 


NORMAN M. JAMES 


partner 


JAMES ROACH 


partner 


GEORGE A. COX 
retail 
sales manager 


V. A. McKECHNIE 
wholesale 
sales manager 


E. W. DORN 
manager of 
air conditioning 


1,000 
| STOKERS 
‘A YEAR 


That’s the quota James & Roach, 
Detroit, set up and they’re mak- 
ing it... Here’s-how they do it 


J. L. Hudson & Company, big Detroit department store, think enough of 
their stoker business to devote an entire window display to equipment 


rooms and cubical contents of the 
house, and what interest (if any) the 
homeowner has in the comfort, con- 
venience and economy of automatic 
heat. 

Wherever possible, he makes an in- 
stallation survey so that on his call 
back for a meeting with the owner 
and his wife, he is able to make a 
specific recommendation, quote the 
price, the terms and ask for the order. 

This procedure goes on with these 
James & Roach trained men day in 
and day out from early in the spring, 
through the summer and fall, and on 
through the winter months. 

The J. L. Hudson Co., America’s 
largest department store, gives space 
to a permanent Stokol display and 
through this department alone ac- 
counts for the sale of several hundred 
stokers every year to their Detroit 
customers. Three or more men will 
work on the floor of J. L. Hudson 
during the busy season developing in- 
terest with the hundreds of people 
who shop through the store, and then 
call at the homes of these prospects 
the following day while other men 
replace them in the Hudson depart- 
ment. James & Roach say they owe 
their success to their ability to train 
men to prospect intelligently. 

Present stoker owners are a con- 


stant source of new prospects. The 
salesman is trained to make use of 
owner influence. This is probably 
one of the most productive sources 
of new prospects. Frequently a 
present owner has gone a long way 
toward pre-selling the prospect before 
the James & Roach man arrives. 

A constant canvass is carried on 
with apartment owners, _ schools, 
churches, hospitals, greenhouses, fac- 
tories, stores and other commercial 
institutions, entirely apart from the 
house-to-house canvass. Each sales- 
man is encouraged to develop his own: 
methods. One salesman has the dis- 
tinction of having sold 103 stokers in 
a single year. And 90% of these 
were sold with the help of visual sell- 
ing equipment which James & Roach 
supply their salesmen. 

Meetings of all retail salesmen are 
held at their Forest Ave. office every 
morning. The orders that have been 
taken the previous day are turned in. 
Installation specifications are turned 
over to the five installation crews. 

Stokol installations and service by 
James & Roach are so thoroughly 
performed that not more than four 
men are required to maintain day and 
night service during the heating season 
for almost 3,000 Stokols sold by James 
& Roach and J. L. Hudson Co. 
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1 “A distinct trend is noted toward employ of local men. . 


. dealers 


keep in touch with high schools and colleges who recommend talent" 


AST year Joe M. 
Los Angeles made a_ survey 
of 1,346 electrical dealers in 

every town and city of southern Cali- 
fornia. He talked personally with 
each one of them and asked them 
such questions as what form of ad- 
vertising they received best results 
from, what their selling 
lines, what merchandising plans had 
proved most successful for them and 
what they did about their salesmen. 
“Where do you get good salesmen?” 
he asked them, “And how do you pay 
them ?” 

“There ain’t no such thing,” “I give 
up—you tell me the answer” and sim- 
ilar responses greeted his first ques- 
tion. In fact, it became ap- 
parent that this was a problem which 
loomed very large to the average 
dealer. Of course, he had found an 
answer of sorts, for he was operat- 
ing with salesmen in the field, but 
he was not satisfied with the answer 
he had found. 

The old method of putting a want 
ad in the paper announcing the need 
for a salesman is still used, but many 
dealers report this as the poorest sys- 
tem of obtaining help; they say that 
these ads almost always attract the 
drifters and the type that are unre- 
liable. Other dealers, however, have 
used this method with success. They 
say that the wording of the ad is 
important and that care must be taken 
in choosing from among the appli- 
cants. 


Spain of 


were best 


” 


soon 


Results of a Personal Survey Made by 


Joe M. Spain 


employ of local men, even though 
these may not have had particular 
experience in the electrical field. In 
such cases the dealer looks about for 
men of good sales personality, who 
are industrious and who, with train- 
ing, may develop into good business 
producers. Some of the arguments 
mentioned in connection with the de- 
sirability of employing local men are: 

Their acquaintance in the town or 
territory served is helpful. 

They live here and hence are not 
likely to leave town after a short time. 





"Possibly 50 per cent of the dealers have some sort 
of bonus plan which gives the salesman an added 2% 


Quite a few dealers notify their 
distributor salesmen when they need 
help and depend on their recommenda- 
tion. Despite the distributor’s desire 
to be of help, however, it is seldom, 
dealers report, that they are able to 
secure good men in this way. Oc- 
casionally a dealer will offer a bonus 
to the men they now employ for 
bringing them a new applicant whom 
they think worthy of adding to their 
sales staff. Some dealers say, quite 
frankly, that when they want a sales- 
man they look around at their com- 
petitor’s men and try to get the man 
they want. 

A distinct trend is noted toward the 
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in Southern California 


They are less apt to make wild 
promises and to get the dealer in a 
jam. 

They can be trained to work along 
the lines the dealer thinks best. 

They can be checked up on as to 
character and references. 

Most of the dealers who favor the 
use of local salesmen, of course, have 
some reason for this preference. At 
least fifty per cent of them have been 
influenced in this attitude because of 
some unsatisfactory experience they 
have had with salesmen who came 
from outside. 

Among the ideas used by dealers 
who choose their men locally is that 
of keeping in touch with High School 
and Junior College agencies who rec- 
ommend likely talent among the 
younger group just entering the busi- 
ness field. Those who favor the mid- 
dle age type of man sometime address 
a letter to the members of the Rotary 
Club or some other service organiza- 
tion, asking for recommendations. 

Many of the larger stores which 
have other departments as well as 
electrical endeavor to develop sales- 
men within their own organizations. 
Smaller dealers have started with part 
time salesmen and trained them for 
full time work later on. However, 
the selection of these part time men 
is just as important as though they 
were employed at higher wages. 


"In lieu of drawing accounts some dealers give their 
salesmen a gas and oil allowance every week." 








What 1,346 Dealers Think 
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Compensation varies with the indi- 
vidual dealer, but falls in general into 
four classifications. The largest num- 
ber of dealers favor the system of giv- 
ing a commission with drawing ac- 
count, which is charged against earned 
commissions. Fully 65 per cent of the 
stores interviewed fall into this class. 
The amount of the drawing accounts 
permitted varies from $10 to $35 a 
week, the average being in the neigh- 
borhood of from $12.50 to $15 per 
week. 

Something over 30 per cent of the 
dealers pay a straight commission. 
Some of these dealers, however, give 
the salesman a gas and oil allowance 
each week. This leaves about 5 per 


“Many dealers report that the want ad 
4 system of obtaining sales help is the poorest 


method . 
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factors, personal or local. For the 
salesman who spends practically all his 
time in the field (the common practice 
in smaller cities), the most usual com- 
mission rate is ten per cent. Some 
dealers vary commissions on different 
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GALLOWAY 


items from 7 to 12 per cent, depend- 
ing on their own margin of profit. 
This plan, they say, averages out about 
10 per cent and places a premium 
on the salesman selling merchandise 
which carries the better margin of 
profit for the dealer. 

A few dealers in smaller towns and 
cities pay from 104 to 12 per cent and 
still fewer from 124 to 15 per cent. 
Quite a number pay higher rates on 
radio and washing machine sales than 
on refrigerators or ranges. 

Possibly 50 per cent of the dealers 
have some sort of bonus plan in effect 
which gives the salesman an oppor- 
tunity to earn from 1 to 2 per cent in 
addition to his regular rate of com- 
mission. The most popular plan of 
this sort is that based on a monthly 
sales volume quota. 

Two or three dealers use their 
bonus plan as a means of discourag- 
ing salesmen from quitting in the mid- 
dle of the year. This plan calls for 
a bonus of 1 per cent on the sales- 
man’s business for the entire year up 


roblem 


to December 15th and is payable to 
the salesman on December 20th, pro- 
viding he has been with the dealer up 
to that time and that he has averaged 
an agreed monthly sales volume for the 
period. 

Another interesting plan calls for a 
quota to be set by the salesman him- 
self for the monthly and yearly busi- 
ness he expects to do. There is, of 
course, a minimum amount set under 
which he cannot aim. Under this 
plan the salesman is paid a bonus 
when he exceeds the quotas he has set 
for himself. The higher the quota 
he has set up, the higher the bonus 
he earns when he exceeds it. 

Still another bonus plan calls for a 
division of the bonus between sales- 
men in ratio to their volume of sales 
when the total business for any given 
month exceeds the store’s quota for 
that month. 

Several plans have been worked 
out to encourage short time or cash 
sales. One dealer reported a penalty 
plan of one per cent from the sales- 
man’s commission on contracts that 
extended over more than 24 months. 
A number of dealers pay a bonus of 
one per cent on cash or 90-day install- 
ment sales. Something like ten per 
cent of the dealers hold back a per- 
centage of the salesman’s commission 
until a certain reserve has been set 
up to protect the dealer against re- 
verts upon which the salesman has 
been paid the full commission at the 
time the sale was made. 

The few dealers who pay salesmen 
on a straight salary or salary and 
commission basis feel that this plan 
has some very definite advantages over 
the commission plans. Salaries vary 
according to the dealer’s estimate of 
the value of the salesman from $75 
o $225:-a month. 

In commenting on the entire prob- 
lem as he was enabled to view it from 
his survey Mr. Spain says: “It is 
possible that many of the dealer’s 
problems on this salesman question 
would be lessened if the dealers rec- 
ognized to a fuller extent just how 
much it means to a salesman to have 
given him training, direction, moral 
support, cooperation to the fullest de- 
gree and a practical and sympathetic 
consideration of his problems.” 
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Lawrence Davis, secretary of the National 
Electrical Contractors Association enjoys @ 
laugh with Carl Christine, secretary-man- 
ager of St. Louis Electrical Board of Trade. 





Earl Whitehorne, editor of Electrical Con- 
tracting, chats with Frank Elliott of Elliott- 
Lewis Electric, Philadelphia wholesalers. 





George E. Whitwell, Philadel- 
phia Electric vice president, 


Modern Kitchen Bureau—and 





C. K. West, vice president of 
General Electric and president 
spoke as chairman of the of the Philadelphia Electric 
Association, made the welcom- 






Roberta Yeaton of the 
Adequate Wiring Bureau, 
talks things over with Earl 
Whitehorne of Electrical 


$3 


a id 
H. P. Liversidge, Philadelphia 
Electric president, made a 
plea for more cooperation as 





Electrical 


J. E. "Jack" North, president of Cleveland's Electric League, was the 
recipient of a silk American flag by the delegates as a mark of the esteem 
in which they hold him. 








he had plenty to say. 


George Segal, secretary of the 

Electrical Association of New 

Orleans, took a prominent 

part in all discussions — as 
usual. 





PAGE 16 


ing address to the delegates. 


Charles Stevens, sales man- 

ager of Public Service of New 

Jersey's electric division puffs 

his cigar in evident enjoyment 
at the sessions. 





the opening speaker of the 


Contracting. 


C. E. “Charley” Swartzbaugh, 
president of the Swartzbaugh 
Mfg. Co., Toledo, had a lot of 
good news to impart about 

the 1939 roaster campaign. 





sessions. 


C. A. Eastman of Ebasco Ser- 
vices, Inc., is chairman of the 
Better Light-Better Sight Bu- 
reau and he is seen here 
reviewing work of that group. 





Convene inp} 


AINSLEE A. GRAY OQfeqic 
OF |. A. E. L. AT LIVELMsess 


PHILADELPHIA, PA.—Ainslee A. Gray, 
managing director of the Chicago 
Electrical Association was elected 
president of the International Associa- 
tion of Electrical Leagues at the close 
of the sessions of the Third Annual 
conference held here November 17-19, 
He succeeds George R. Conover, man- 
aging director of the Philadelphia 
Electrical Association and president of 
the LA.E.L, for ’38. 

The session, held in the auditorium 
of the Philadelphia Electrical Associa- 
tion was marked by stimulating talks 
by industry leaders and lively discus- 
sion of industry problems by the league 
managers who came from distant 
points to attend. 

H. P. Liversidge, president of the 
Philadelphia Electric Company made a 
stirring plea for cooperation in the 
opening address and asked the assem- 
bled league managers to think in terms 
of “customer relations” rather than 
the familiar “public relations.” He 
was followed by C. A. Eastman, gen- 
eral sales manager of Ebasco Services, 
Inc., and chairman of the Better Light 
—Better Sight Bureau of E. E. I. 
Naturally, his talk had to do with the 
lighting program of the industry and 
the opportunities inherent therein. 

The new fluorescent lighting art 
came in for a dramatic presentation 
by S. G. Hibben, director of Applied 
Lighting for Westinghouse. Demon- 
strations and slides showed the appli- 
cations of fluorescent light and the 
balance of the discussion was directed 
to sodium, mercury and “Steri-lamp” 
applications. 


Andrew C. Tait of the Adequate 
Wiring Bureau was an_ interested 
spectator at the League sessions. 
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Y OWpHICAGO ELECTED PRESIDENT 
VELSESSITON OF LEAGUE MANAGERS 





George Conover, I.A.E.L. 
Here's Harold Martin, manager of EEl's Modern Kitchen Bureau, "Doc" president, and managing di- 
G. W. Allison of the Bureau and A. H. Kessler of Minneapolis. rector of the Philadelphia 
. Electrical Association, ponders 
the program. 








y, W. E. Sprackling, vice-president of 
x0 \naconda Cable and chairman of the 
ed National Adequate Wiring Bureau, 
a- pointed out the progress of wiring 
se certifications in various sections of the 
al country and described the work of the 
9. Bureau in fostering the work. He 
n- was followed by George E. Whitwell, 
‘ia vice-president of the Philadelphia 
of Electric Company and chairman of the 
Modern Kitchen Bureau, who graphi- 
im cally described the Bureau’s efforts in 
a- behalf of national electric range and 
ks water heater promotion and announced 
1S- the inclusion of electric roasters in 
ue next year’s promotional plans. 
nt “What the Electrical Leagues Can 
Do for the Dealer” was the subject of F. L. Hockensmith, secretary-manager of the Elec- G. W. "Jerry" Weston, secretary of Kansas City's Electrical League, goes 
he D. S. Stophlet of the Merchandising trical Development League of Southern California, over some old ones with Ralph Neumuller, Electrical & Gas Association 
a Division of Westinghouse. So many talked about everything but the home weather. of New York. 
he points of this interesting subject were 
m- covered by the speaker that a resume 
ms of his paper is published in this issue. 
an General discussiqn was confined to 
He the problems of league operation, the 
n- conducting of sales training courses 
es, for dealers—a subject on which much 
ht valuable information was presented by 
A F. L. Hockensmith of the Electrical 
the Development League of Southern Cali- 
nd fornia—‘‘Sales Mean Jobs,” EHFA 
financing, rural electrification and 
art kindred subjects. 
ion A feature of the meeting was the 
ied presentation, to J. E. North, president 
yn- of the Cleveland Electrical League, of 
yli- an American flag, in appreciation of 
the his efforts in behalf of the League ; 
ted movement and as an expression of the O. C. Small, secretary of the |.A.E.L. has a smoke Kenneth McIntyre of Daniel Starch & Staff; Bayard Robertson and J. J. 
ip” goodwill in which he is held by the and confab with Jack Bartlett of Washington's "Jack" Caddigan of Boston Edison, put on a smile for the cameraman. 


electrical industry. Electric Institute. 


NG 





C. E. DeLaney, managing di- 
rector of Hartford (Conn.) 
Electric League was a new- 
comer to the meeting, his as- 
sociation recently organized. 


D. S. Stophlet of the Mer- 

chandising Division of West- 

inghouse gave an inspired talk 

on the problems of the elec- 
trical dealer. 


S. G. "Sam" Hibben, director 
of applied lighting for West- 
inghouse, during one of his 
dramatic fluorescent light 
demonstrations. 


Samuel Vineberg of the League of Niagara Frontier and Walter Schmidt 
of Niagara-Hudson did the talking for upstate New York with E. J. 
Kramer of Rochester. 
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When All the Cards Are 
Laid on the Table .. . 


How Do You Answer These Questions 
About Your 1938 Sales of Power Washers? 


@ Did I get all the power washer sales that I should 
have out of my territory? If not, why not? 


® Did I sell washing machines only to those who 
have electricity — when I might have sold a big 
additional “PLUS” to the 5 out of 6 farm homes 
that are prospects for only gas powered washers? 


® Did I overlook the fact that the farm home mar- 
ket is the market of least competition — with 
the lowest point of saturation — with clean 
sales, and no trade-in problems? 


@ Was I aware of where the greatest need for 
power washers existed — the farm homes with 
their large, heavy washings, week after week? 


® Did I concentrate a fair portion of my selling 
effort where it might have brought the biggest 
return — on the farmers who not only had a 
big spendable cash income, but will continue to 
be sure of continuous employment and steady 
income, regardless of general conditions? 


It’s Water Over the Dam... 


But all of us know that many dealers — including some who have been 
very successful this past year — have overlooked the many good farm 
prospects for gasoline powered washers in their territory. 


So this suggestion — that yoy take advantage of the “extra” profit possi- 
bilities in your farm territory — that you put the same effort, in 1939, on 
farm prospects as you do on town folks—that you remember that 5 out of 
every 6 will need gas powered washers—and that the sales will come faster 
and easier if the models you feature are “powered by Briggs & Stratton.” 


@ Did I fully realize that less than 20% of all U. S. 
farms have electricity — that there is little to 
indicate that this percentage will be changed 
materially for many years to come — and that 
over 80% of all farm homes have a need for 
gasoline powered washers? 


@ Was I stopped in making a gasoline powered 
washer sale by talk of a coming hi-line, or did 
I nail that objection by explaining that there is 
really no difference between gas and electric 
models — and also that the gas washer can be 
quickly made over into an electric any time—at 
very little expense by putting on a small electric 
motor? 


®@ Did I just assume that business was “off’— and 
so just made no effort — when I might have 
done a lot of business by going after farm sales 
in a rich market not only for power washers, but 
a good many other appliances and equipment? 
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chandising and commercial man- 

ager of the Public Service 
Company of Colorado established the 
system of teaching the women of 
Denver about better light in the home 
by means of the Electric Institute. 
Instead of sending a crew of young 
women into the field to make lighting 
surveys of customers’ homes and to 
advise them on the principles of light- 
ing, he established the attractive audi- 
torium in the basement of the power 
company building with its exhibits of 
electrical kitchen conveniences and 
home lighting and invited the women’s 
clubs of the city to utilize this space 
for their meetings. The programs 
furnished by the utility thoroughly 
covered the subject of home lighting 
in what Mr. Buck regarded as a far 
more professional fashion than could 
be done by a series of successive talks 
given under sometimes unfavorable 
conditions in the customers’ homes. 

There have been those in the elec- 
trical industry who did not agree with 
Mr. Buck, however, and they have 
said so. He agreed with them that 
it did not do much good merely to 
talk about light, in fact his objection 
to some of the purely educational field 
programs was that they ended in talk; 
the test in the end was whether or not 
the customer installed better light in 
the home. And so, to prove his own 
contention, he decided that his com- 
pany should set out to sell light. 

The Public Service Company of 
Colorado now has a domestic.lighting 
department of which E. M. Rowland 
is the superintendent, with a corps of 
24 salesmen working under him. This 
is not the company’s first experiment 
i field selling—last year they had 40 
men in the field handling both lamps 
and miscellaneous appliances with con- 
siderable success. Since January of 
this year, however, field selling has 
been confined to I. E. S. lamps. There 
are a number of reasons for this. 
First of all, it was a field which had 
been splendidly prepared in advance 


Ge time ago G. B. Buck, mer- 


That's what 


of Colorado are shooting at 
through dealers and their own 
lighting department. This ar- 
ticle tells how the job is being 
done in the Rocky Mountains 


by means of the talks on the subject 


of lighting given through the Electric 
Institute. Early this spring the num- 
ber of those who had listened to the 
programs given by the Institute 
reached the impressive figure of 100,- 
000, which meant that a large number 
of Denver women were ready to listen 
to a sales talk on good lighting equip- 
ment. Secondly this is a field almost 
wholly without a saturation point. It 
doesn’t matter how many I. E. S. 
lamps there are in use in a home, 
there is always room for one more. 
In fact, the housewife who already 
has enjoyed the benefits of this type 
of lighting is the one who is most 
likely to be ready to make an addi- 
tional purchase of another lamp. 
Moreover, the lighting load is an at- 
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Public Service 


ww 


tractive one from the power company’s 
standpoint. At a lesser investment on 
the part of the customer than would 
be required for most electrical appli- 
ances, the revenue to the power com- 
pany from one I. E. S. lamp in the 
home is from $6 to $7 a year. 

Under Mr. Rowland the city has 
been divided into 24 sales districts, 
about evenly balanced so far as pos- 
sible returns from selling effort is 
concerned. The salesmen, divided into 
two groups with supervisors, are as- 
signed, each to one of these districts. 
These men are paid a salary, plus a 
10 per cent commission on the value 
of the sale made, plus a revenue bonus 
of $2 per lamp. Each has his own 
car and each carries from 4 to 8 
lamps with him as a sample stock, 


At the left is the |. E. S. lamp display 
at the Electric Institute. 


Below: An educational meeting on |. E. 
S. lamps in progress at the institute. 


Bottom: 
many outside selling jobs. 


Starting out on one of the 













together with a light meter and survey 
blanks. 

The method of approach 
making of a lighting survey of the 


is the 


company’s customers. It must be 
understood, however, that this survey 
and the recommendations made under 
it are not intended primarily for their 
educational effect upon the customer; 
it is rather for the acquiring of per- 
tinent sales information which will 
later lead to the actual purchase of a 
number of lamps. On the survey 
card, the salesman notes the district, 
time and date of call, as well as 
name, address and telephone number 
of the customer. He gets the age of 
father, mother and children (important 
later when standards of lighting to 
(Please turn to page 54) 
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A Company is Anown bi 


Distributors Like These—can Pick and Choose! 


THESE CHOSE LEONARD | 






Let Them Tell You—in Their Own Words—Why They Handle Leonard Electric 


Refrigerators—Why Leonard Dealers Like the Leonard Way of Doing Business 


A DEALER, handling many different 
articles, might choose something 
less than the best line for a par- 


ticular department of his busi- 





ness and still prosper. 


A distributor, with his merchandising eggs in fewer 
baskets, must select the goods he handles with the 
greatest care. He investigates, studies, compares— 


constant ly. 


On the right are listed Leonard’s distributors, to- 
gether with some of the major appliance lines they 
handle. It is significant that these merchandising 
leaders should have chosen the Leonard line of 
electric refrigerators. Sound, experienced business 
men with established businesses and ample finances, 
they could pick and choose among the many refrig- 


eration franchises. They chose Leonard. 





At the start, this choice was probably largely due to 








the Leonard refrigerators themselves. Year after year, 
the line has been made up of brilliantly designed, 
soundly engineered, correctly priced models, filled 
with selling features and fitted to the current markets. 
(All this, incidentally, will be true of the 1939 line 


to be shown next month.) 


But there was something more. For instance, the 


Leonard way of doing business. Hard to put into 





words, but recognized as a real advantage by dis- 
tributors who keep in close touch with dealers and 
their daily problems. Maybe “friendly understanding 
on a personal basis” describes it. Anyhow, dealers who 


have handled Leonard know what we mean. 


We suggest that you have a talk with the Leonard 
distributor in your territory—or his representative— 
before you make any refrigerator decisions for 1939. Ask 
this question, “Why did you take on the Leonard line?” 
Ask about the Leonard way of doing business. And— 
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ee 5S ee Seen Albany, N.Y. | BUHL SONS CO..................... Detroit, Mich. | PARAMOUNT RADIO SHOP, INC.....Omaha, Nebr. 
Zenith Thor Leonard Zenith, Emerson Leonard Majestic Thor Leonard 
ELECTRIC APPLIANCE DISTRIBUTORS, Altoona, Pa. | MULLIN FURNITURE “ nee: Dodge City, Kans. | GLEAVES & SON...................4. Paducah, Ky. 
Stromberg-Carlson Prima Leonard Philco, Emerson Easy Leonard Majestic Speed Queen : Leonard 
NUNN ELECTRIC CO................ Amarillo, Tex. | DELTA HARDWARE CO............ Escanaba, Mich. | COHEN FURNITURE CO.............. % oho til. 
Zenith Easy Leonard RCA-Victor Thor & Bendix Leonard Philco-RCA — 
LAMAR-RANKIN SER Atlanta, Ga. | J.A. WHITE DISTRIBUTING CO., Grand Rapids, Mich. | MOTOR PARTS CO............. - Philadelphia, Pa. 
: Stromberg-Carlson Bendix Leonard 
on ent ener coca eee — GRAYBAR ELECTRIC CO Phoenix, Ariz. 
seein DISTRIBUTING CO. .. Binghamton, N.Y. | KNERR, INC......................0- Harrisburg, Pa. Easy Crecerecesees Lyosonen 
— — 9 singe _— Rsccseves J. A. WILLIAMS CO................. Pittsburgh, Pa. 
WATTS-NEWSOME CO............Birmingham, Ala. | UNITED DISTRIBUTING CORP... . Indianapolis, Ind. Zenith Bendix pacer: 
ae Eosy Leonard Motorola oa eonpmeeny CRESSEY & ALLEN................ Portland, Maine 
BERTRAM MOTOR SUPPLY CO....... Boise, Idaho | FEDERAL DISTRIBUTING CO.... Kansas Cy, Mo. RCA-Victor ABC Leonard 
Gilfillan Leonard womans Bendis sie ELECTRICAL DISTRIBUTING, INC. . Portland, Ore. 
Se ee... Boston, Mass. | MAYTAG APPLIANCE CO........... — os Zenith ABC Leonard 
Detrola ABC Leonard Maytag wegen mnense BALLOU, JOHN’N & NICHOLS CO., Providence, R. I. 
JOSEPH STRAUSS CO. Buffalo, N. Y. GRAYBAR ELECTRIC CO........... Los Angeles, Cal. Zenith ABC Leonard 
Zenith Baéx ==~* Leonard Stewart-Warner Meadows Leonard GRAYBAR ELECTRIC CO............ Richmond, Va. 
VERMONT HARDWARE CO.......... Burlington, Vt. | STRATTON-TERSTEGGE CO......... Louisville, Ky. Stromberg-Carlson Thor Leonard 
RCA-Victor ABC Leonard Stromberg-Carlson, Arvin Thor Leonard BEAUCAIRE, INC................... Rochester, N. Y. 
ESKEW, SMITH & CANNON.... Charleston, W.Va. | HARRY T. WILSON CO............ Memphis, Tenn. Philco Leonard 
Zenith Horton _ Leonard Majestic Apex Leonard GRAYBAR ELECTRIC CO......... San Francisco, Cal. 
jiami j a! Leonard 
. K. SUTTON, INC................ ,N.C. | MAJOR APPLIANCES, INC.......... Miami, Florida Stromberg-Carlson Meadows 
" gm . Easy ee? . RCA-Victor Easy Leonard ELECTRIC LAMP & SUPPLY CO. ... St. Louis, No. 
L. C. WISWELL CO. . Chicago, I, | TAYLOR ELECTRIC CO........... Milwaukee, Wisc. Zenith Thor Leonard 
Estate a, . oe cae RCA-Victor Bendix Leonard UNITED ELEC. aaattate or .. Salt Ae Sy ee 
. ; . Motorola asy mar 
inci ; 5 THE ROYCRAFT CO............ Minneapolis, Minn. 
“aa Gee ee Philco Frogil Leonard HOUSEHOLD APPLIANCE DIST. .... Scranton, Pa. 
WHOLESALE CORP io | MATHEWS FURNITURE CO. .....Montgomery, Ala sanenee Leaeaee 
ee ee Seuth, Paliee, Coy Ss atm SEATTLE HARDWARE CO........... Seattle, Wash, 
AN IST T rd i McWHORTER, WEAVER CO........ Nashville, Tenn. 
eo - See Sdeneech es yee CLOUD BROS... a. South Bend, Ind. 
merson Electromaster Leonard 
PEASLEE-GAULBERT CORP.......... Dallas, Texas | E- B. LATHAM CO........ sete eeeeeees Newark, N. J. MORRIS DISTRIBUTING CO........ Syracuse, N. Y. 
RCA-Victor,Emerson Easy Leonard Zenith Bendix Leonard RC Bendix Leonard 
CT Be Giving ciinicccss: Dayton, Ohio | SHAPIRO SPORTING GOODS CO., Newburgh, N. Y. anne RANGE & EQUIP. CO...... Toledo, Ohio 
RCA Easy Leonard RCA Quality Leonard Estate Leonard 
LINN & SCRUGGS..................... Decatur, Il. | H. M. TOWER CORP............ New Haven, Conn. | SOUTHERN WHOLESALERS, INC., Washington, D.C. 
Philco Easy Leonard Motorola 1900 Leonard RCA-Victor ABC Leonard 
HENDRIE & BOLTHOFF CO.......... Denver, Colo. | RADIO SPECIALTY CORP......... New Orleans, La. | McKELVEY’S........................ Wichita, Kans. 
RCA Bendix Leonard Zenith Easy Leonard Philco Leonard 
A. A. SCHNEIDERHAHN CO...... Des Moines, lowa | E. B. LATHAM CO................. New York, N.Y. | PERSINGER SUPPLY CO........ Williamson, W. Va. 
Zenith Easy Leonard Zenith Thor Leonard Zenith Thor Leonard 





t 





IF YOU PREFER, MAIL THIS COUPON TO US 
LEONARD, Dept. L-1—14250 Plymouth Road, Detroit, Mich. 


Please send information about 1939 Leonard Electric Refrigerators 
and your dealer proposition. 


We now handle 











MAKE YOUR PLANS 

















* Lypical” American City 


PUTS CLAMP ON ADVERTISING, TRADE-INS 





TERRYLL M. FRIEL, 
President 


OU will remember that Muncie, 


Indiana has been called the 


typical American city. Twice 
in ten years economic surveys of the 
place have been published—* Middle- 
town” and “Middletown in Transi- 


tion.” Not long ago Life Magazine 


gave the public peep at the lace 
curtains and flapjack habits that still 
are found there 

To see what electrical dealers were 


thinking about, Electrical Merel 
dising made a visit there. 

We found that the kind 
salesmen would give 
in order to 


lai- 


hearted 


who away the 


sink close an 


kitchen 


appliance s ale were having their gen- 
erOus impulses nipped in the bud by 
the Appliance Dealers Association of 
that city 

Coming out of a 69.1 per cent de- 
cline on radio sales during the depres- 


in other 
recent months have seen a 
situation in Mun- 
expressed in the 
spirit which has succeeded 
With 


present 


sion, and falls 
items, the 
red hot competitive 
cie. It has 
“give away” 
in wrecking 
merchants would 
stove purchases, 


proportionate 


been 


abandon 
radios with 
cleaners with radios, 


profits 


and trips to boys’ camps with refriger- 
ators. With the 
frigerator sales 


when re- 
fell from around 2,000 


recession, 


in 1937 to approximately 700 in 1938, 
it gave them pause, according to T. M 
Friel, president of the association, and 


manager of appliances for Banner- 
Whitehill. Firms that had legitimate 
propositions grew tired of the kind of 
advertising they had to compete with. 
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Way back to profits is 
through association 
regulation, Muncie, 
Indiana, finds 


Often these amazing propositions 
were based on obsolete merchandise, 
dealers knew. Feeling grew until a 


majority of the twenty appliance re- 
tailers formed an association, drew up 
a code of ethics, and “persuaded” 
papers and broadcasting stations to 
enforce it. 
Organized in July 
Electric Appliance Dealers Associa- 
tion has done quite a lot to polish 
ff the trade-in situation. Today any 


news- 


1937, the Muncie 





Downtown Muncie is like a thousand 


ice box coming in on electric refriger- 
ators is held to its $5 allowance unless 
it is a Coolerator. On radio trade-ins 
are allowed only 10 per cent of the 
new set price, and nothing on table 
sets. Free aerial installations are a 
thing of the past. With seventeen 
of the town’s leading dealers in the 
association, this position is enough to 


dominate the situation and oddly 
enough, according to Mr. Friel, 


syuawks for bigger allowances have 
vanished since the association took its 
stand. 

“There are trade-ins on 80 per cent 
of the deals we make in radio in a 
year,” Mr. Friel thinks. “I would 
say there are approximately 2400 trade- 
year in Muncie. Of these 50 
per cent are junked and dealers realize 
only $3 apiece on sale of the balance. 
Right now we are making it clear 
to members that all this represents so 
much money out of the dealer’s pocket. 
I estimate there are 3000 radios sold 
in Muncie, half of them table sets 
and my guess is the average dealer will 
lose $5 unnecessarily on every radio 
he moves. I know that Banner-White- 
hill salvages about one-tenth of the 
trade-ins they take and this is prob- 
ably true all over.” 

The remarkable fact 
Muncie Association is its operation 
without paid secretary. President T. 
M. Friel and W. T. Bernhard, secre- 
tary, serve without pay. Recently 
dealers in Columbus, Ind., and Rich- 
mond have had them over to show 
just how the thing was done. 


ins a 


about the 


DECEMBER, 


other American towns 


THIS CODE OF ETHICS IS 
ENFORCED IN MUNCIE 

A. Advertising: 

I. No inaccurate, deceptive or mis- 
leading statements, cuts or layouts 
shall be permitted. 

If. Cuts and illustrations shall con- 
form with reasonable accuracy to 
the merchandise offered. 

Marked differences between the 
advertised merchandise and the 
cuts shall be noted in the copy. 

b. Any piece of merchandise 
shown in any cut not included 
in the stated price shall be so 
designated in display type ad- 
jacent to the price. 

III. Superlative claims—Unrestricted 
Statements : 

Claims of superiority, the use of 
unqualified superlatives, exagget- 
ated and unrestricted statements in 
the description of merchandise, 
values, policies, or to describe 4 
sale or promotion, etc., such 4s 
“The Greatest Sale in Muncie,” 
“The Most Astonishing Price Re- 
duction in the City,” “The Best At 
Any Price,” “The Lowest Prices in 
Town,” “Lowest Operating Cost,” 
etc. shall not be used in advertising. 

IV. Fictitious comparative prices for 
sale purposes are prohibited. (Il 
lustration: Marking up merchandise 
in order to mark it down.) : 

V. Bait Advertising. The practice o 
offering merchandise through ad 
vertising which the customer is not 
given a fair opportunity to pul- 

(Please turn to page 24) 
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EVANOIL’S GOT IT! 


See the new Evanoils! That’s the most important 
New Year’s message that can be given appliance 
dealers about these new-type Circulating Heaters 
which this year revolutionized an industry. See the 
new features of these amazing heaters which have 
swung public acceptance to fan-forced, floor-level 
heating and made sales history almost overnight. 


FAN-FORCED HEATING A LANDSLIDE! 


Make no mistake about it—what the public wants 
today is fan-forced heating. It’s more than a trend 
" mis- — it’s a national landslide! Think of it —95% of 
Ly outs Evanoil sales for 1938 were on fan-forced models! 
Why this amazing preference? Because fan-forced 
Evanoil heating means floor-level warmth by 
reversed heat delivery, an exclusive, patented 
it Evanoil feature! 
nd the 
be. OLD TYPE HEATERS SCRAPPED 
4 ded The handwriting is on the wall. Old type, inefficient 
be so space heaters are going out with the old 
pe ad- year! Thousands of them will be 
scrapped in ’39 by families who will 
tricted demand the glorious new comfort 
of Evanoil’s “Better Heat, Better 
= Air, Better Health.” 
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Americas’ Most Modern 
Home Heating Appliance 
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WIRE THAT MADE ELECTRIC HEAT POSSIBLE 
i = 


2868S eave 


In making Chromel heating-element wire, we do not bring out “new yearly models.” Instead, we keep ham- 





mering away at making Chromel better, all the time. So, whatever your interest in electric heat and heating 
devices, you may have full confidence in Chromel which has steadily been improved over a stretch of 30 years. 


HOSKINS MANUFACTURING COMPANY DETROIT MICHIGAN 














chase, is BAIT ADVERTISING 
and is prohibited. With the ex- 
ception of clearances, no merchan- 
dise shall be advertised unless aq 
reasonable quantity is available. 
a. Well known brands shall not 
be advertised as leaders for 
similar or inferior merchandise. 
b. There shall be no limitation ot 
the number or quantity of an 
advertised article which the 
customer may buy unless the 
restriction is stated in the copy. 

. The terms “none sold to deal- 

ers or wholesalers” shall not be 

used. 

VI. Down Payment: 

If a down payment is advertised, it 
is advisable to state also the full 
selling price. The phrase “Free 
Home Trial,” “No Down Payment” 
or any similar phrase should not be 
used if there is a charge of any 
nature before the customer can se- 
cure possession of the goods adver- 
tised. For example, a charge for 
delivery; requirements to pay cash 
for any part of the merchandise 
(tubes for a radio set where the 
set is not sold without tubes) ; when 
the first monthly payment must be 
paid at time of or before delivery; 
or when there is any charge for 
credit investigation. When a down 
payment is required and advertised, 
the advertising should be specific. 
For example, the statement “$5 
Down Delivers This Set,” unless 
stated otherwise, means that the 
entire set will be delivered on the 
payment of $5 and no other pay- 
ment will be required at the time of 
delivery. 

VII. Merchants must not advertise in 
such a manner as to mislead read- 
ers into believing them to be private 
parties. 

VIII. Derogatory Statements: 
Statements derogatory to the price, 
merchandise, or service of competi- 
tors must not be made. Such state- 
ments destroy public confidence in 
advertising. They are unethical, 
unfair and generally incorrect. 

IX. Such statements as “Greatest 
Trade-In Allowance,” “Triple 
Trade-In Allowance,” “Double 
Trade-In Allowance,” etc., are pro- 
hibited as they are without meaning 
and are used only for the purpose 
of misleading the consumer. 

X. The possession, sale and adver- 
tising of appliances which have de- 
faced serial numbers, or from which 
serial number has been removed, 
is unlawful. 

XI. Any merchandise which is used, 
rebuilt, reconditioned, factory re- 
jects, seconds, etc. must be described 
as such in advertising. Any article, 
advertised and not otherwise quali- 
fied, is assumed to be and must be 
new merchandise. 

XII. Merchandise must not be adver- 
tised as factory rebuilt except in 
cases where the original manufac- 
turer does the rebuilding. 

XIII. Discontinued models of any of 
all merchandise advertised must in- 
dicate the model year as designated 
by the manufacturer. 

XIV. Comparative prices must not 
be used on used or rebuilt appli- 
ances. (Example, “$129.50 Radio 
for $8.95.’’) 


Q 
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XV. Advertising of merchandise or 
anything of value as “free” or 
“given away” when it is necessary 
to buy another article to get the 
“free” item, shall not be permitted. 

XVI. Underselling Claims: 
Advertising claiming a general pol- 
icy of underselling shall not be 
used. 

XVII. General: 

No advertising which constitutes an 
evasion of this code. These regu- 
lations shall apply to all types of 
advertising, including newspaper, 
radio, circular, signs and show win- 
dows. 


. Code Enforcement: 


. A committee of members appointed 
by the president of this association 
and approved by the board of di- 
rectors shall enforce the code as 
set forth above. Any violations shall 
be brought to the attention of the 
committee. No dealer shall be per- 
mitted to violate the code because a 
competitor has violated it, but shall 
immediately report such violation to 
the committee. 


— 


C. Sales Practice: 


I. No dealer shall accept an order 
from a salesman employed by an- 
other dealer and if offered an order 
by such salesman shall report it to 
his employer. 

II. No dealer or salesman shall at- 
tempt to break down a sale or secure 
a contract from a customer who has 
definitely placed an order for an 
appliance. 

III. No dealer shall permit a sales- 
man to share his commissions with a 
customer, or make a down payment 
or portion thereof for a customer. 





Indianapolis Leader 





Believing that doodling on the 
tablecloth and the spreading of 
bread crumbs promote good feeling, 
the Electric Club of Indianapolis 
members are now eating daily at the 
Warren Hotel. This is the social end 
of the Electric League; bingo parties 
and turkey raffles will punctuate the 
sessions, according to vice president 
Frank Argast of the Farrel-Argast 
Electric Company, who stepped into 
leadership when President Fred Cham- 
bers moved to Chicago. Ted Brown 
is secretary. 


HEAR YE! HEAR YE! HEAR YE! 


A SATISFACTORY FILTER ROD 
FOR ALL GLASS COFFEE MAKERS 


It’s perforated for speed 

Its finish is glassy baked porcelain enamel 
It’s jiggle proof It’s unbreakable 
It filters through cloth 


Cloth strainers are ‘quick-change’ - inexpensive 





with 10 cloths 


We are proud to welcome this 


youngster to the Silex family 


IT's THE Cafex 


TRADE MARK REG. U. S. PAT. OFF. 


PERFORATED HIGH - SPEED FILTER ROD 














You can now offer to your trade a Cafex Perforated filtered by the cloth which is held directly between 
High-Speed Filter Rod which combines the advan- the bell shaped portion of the rod and the upper 
tages of the ordinary filter rod with the extremely bowl. Filtration with this new rod is extremely fast. 
important advantage of cloth filtration. It produces an amber clear coffee of perfect flavor 


completely free from sediment and dregs. ‘‘Quick- 
change”’ cloth strainers for the Cafex Filter Rod are 
very economical — they are priced at 100 for 25c. 


It is no longer necessary to meet the demand for a 
more convenient filtering device by featuring some- 
thing which, based on our 30 years experience in 


the Glass Coffee Maker field, we regard as in- For your displays —a red, white and silver foil 
efficient and extremely harmful to the entire Glass bull’s eye display sign in which is placed an actual 
Coffee Maker industry. Cafex Perforated High-Speed Filter Rod — stops 


ee a a a, a store traffic. A sparkling silver foil display package, 


holding 12 rods, and reproducing the display sign 
there are perforations through the bell shaped ’ om 


; “ — sells rods to your customers. 
drainer. A small, flat “washer” of extremely high 


quality cloth is slipped over the lower portion of Feature and sell the new Cafex Perforated High- 
the rod. Coffee passing through the perforations is Speed Filter Rod. 


THE HARTFORD PRODUCTS CORPORATION, HARTFORD, CONNECTICUT 
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‘| COFFEE-COLORED GLASSY PORCELAIN ENAMEL ROD. 






—————-— 9 HOLLOW, BELL-SHAPED STRAINER. FITS INTO MOUTH OF TUBE. 


3 LARGE, OVAL PERFORATIONS ASSURE HIGH-SPEED FILTRATION. ALLOW 
——— WATER TO PASS INTO UPPER BOWL WITHOUT FORCING ROD UPWARD. 
_4 ““QUICK-CHANGE”’ CLOTH STRAINER HELD FIRMLY BETWEEN THE PERFOR- 
ATED BELL AND THE MOUTH OF THE TUBE. FILTRATION IS EXTREMELY FAST 
— THROUGH CLOTH. 
ROD EXTENDS DOWN TUBE. HOLDS FILTER FIRMLY IN PLACE. ROD WILL 
NOT JIGGLE OUT OR ALLOW SEDIMENT TO PASS INTO THE LOWER BOWL. 
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RIGHT: Rural customers are invited to the 
store whenever possible for demonstrations. 


townpeople. 








—— 


EVE 


hear 


— 


eon 


se 


OT so long ago a publisher 
of a small midwestern news- 


paper tried a “noble” experi- 
ment, an experiment which proved to 
boomerang, the effects from 
which it took him several months to 
This publisher, on a pre- 
conceived idea of the relationship of 
news as evaluated by rural and metro- 
politan readers simply withdrew the 
city society news from all rural 


be a 


recover. 


editions, 

It was a simple enough error, since 
the publisher was not close enough 
to the desire of his readers, but it 
was also a bitter experience, resulting 
in the loss of several thousand copies 
in circulation and it brought the real- 
ization to this man that the “country 
cousin,’ the rural homemaker, was 
Just as interested in the social affairs 
of the average city woman, her clubs, 
and activities as was the metropolitan 
reader. Although residents of a rural 
area, the rural homemaker is just as 
concerned about the latest styles, hap- 
penings of the Tuesday Evening Sew- 
ing Circle, and the description of 
Miss Suellen Brown’s wedding as 
was her city neighbor. 

On such a premise, that the funda- 
mental appeals for ranges and re- 
frigerators are the same for city and 
rural homemakers, has the firm of 
Mason and Lambert, electrical appli- 
ance dealers of Harrisonburg, Va., 
successfully operated. This organiza- 
tion, operating in a small city of some 
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BELOW: Exterior view of the Mason & Lam- 
bert store with the proprietors. They are suc- 
cessfully selling rural customers with a selling 
approach much the same as that used with 


és ‘ Anse 














AE ne 





Tho 


Mason & Lambert of Harrisonburg, Va., lose no 


time in getting range and refrigerator business 


8,000 population, came to the realiza- 
tion they must develop their adjacent 
rural territory. They have gotten 
off to a “whale of a start” by selling 
the rural homemaker through the same 
appeals they use in their metropoli- 
tan district. 

There has been a great deal of con- 
jecture, analyzing, and estimating 
among the agencies who will be re- 
sponsible for “cracking” the rural 
market. And, generally speaking, a 
large majority of these organizations 
have been planning to build a sales 
program really designed to reach 
“down” to the socalled “level” of 
this rural market. 

But not so for Mason and Lambert 
of Harrisonburg, Va. Realizing the 
tremendous influence of the automo- 
bile, the radio, and other means of 
transportation and communication, 
they have met with considerable suc- 
cess by assuming that rural consumers 
have the same basic wants as do their 
city cousins, namely: 


1. Pride, of ownership. (With just 
a dash of “keeping up with the 
Joneses.” ) 

2. The convenience and labor sav- 





ing qualities and values of elec- 
tric appliances. 

3. The economy and operation effi- 
ciency of quality merchandise. 

4. The safety and satisfaction of a 
better and easier way of accom- 
plishing the necessary task for 
which the appliance is designed. 


Mason and Lambert used a trailer 
in the earlier development of their 
R.E.A. and the adjacent rural lines. 
The trailer was outfitted with the 
various representative appliances (and 
not the cheapest models either) and 
the appliance traveling showroom 
rolled out to the “hinterland” to open 
a new source of promotion and profit. 
Demonstrations and exhibitions of the 
display were carefully timed so that 
the truck followed the R.E.A. home 
economists about the territory. As 
she held meetings at the local school 
houses and the electric appliance 
trailer was on the job to display the 
products discussed. 

In selling the rural prospect Mason 
and Lambert draw upon their experi- 
ence in metropolitan sales. No at- 
tempt is made to “get down to the 
level of the farmer,” but rather is 








O UP 























this prospect treated with all of the 
respect and courtesy due any cus- 
tomer. Electric cookery is first sold, 
or electric refrigeration is evaluated 
in terms of the rural prospect’s needs, 
and then the particular brand for 
which Mason and Lambert are rep- 
resentatives is used as the vehicle to 
fill the known wants. 

Mason and Lambert report that this 
“dirt-road canvassing” is not pro- 
hibitively expensive. 

“It must be remembered,” they ex- 
plain, “that the call made to the rural 
homes was not based solely on the 
hope or expectation of a single unit 
sale as is the case of the majority 
of city house-to-house canvassing. 
These rural areas have not had the 
use of any appliance and if the man 
with that trailer can’t sell the prospect 
a range he tries to place a refriger- 
ator. If he fails to do this he turns 
to a washer, a vacuum cleaner, etc., 
as a matter of fact, he has left many 
homes with the sale of only a half 
dozen light bulbs. But usually the 
sale of a major appliance is the reward 
for canvassing where the line has 
been recently connected to the rural 
homes. And often, two, or even three, 
major appliance sales is the reward.” 

The first six or seven months the 
company followed this policy of rural 
canvassing and trailer exploitation 
they not only opened a virgin market 
but practically sold their range quota 
for the entire year. 
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HE successful dealer is a very 

independent very 

much a “rugged individualist” 
—and that’s why he is a dealer, and 
all plans to secure his cooperation 
must be tailored to fit this fact. 

Sales plans and promotions by Elec- 
tric Leagues should be presented to a 
group of the leading dealers of the 
locality for their consideration before 
final adoption and every effort made 
to make them flexible 
all kinds of dealer operations. 

In this connection the greatest care 
should be used in the selection of the 
that directly contacts the 
dealer. Try and secure men who have 


personage, 


to meet 


SO as 


personnel 


had actual front-line-specialty experi- 
ence in major appliance selling as a 
dealer or salesman. 


HOLD DEALER CONFERENCES 


In some conferences held last Spring 
we received some very interesting re- 
actions concerning the activities of dif- 
ferent Leagues. It was 
that where the 
leagues were in operation that they 
had helped the dealer very materially— 


Electrical 


uniformly agreed 


(1) In securing cooperative advertising 
allowances for dealers. 

(2) In furnishing home economic as- 
sistance and other sales promotional 
activities. 

(3) In increasing the public acceptance 
of the general public for electric 
cookery and for the advantages of 
hot-water heating. 

these 

dealers was operating in an electric- 

league area, the dealer voluntarily gave 
great credit to the league for its efforts. 


PROVIDE SELLING TOOLS FOR 
DEALER COMPARABLE TO UTILITY 


In every case where one of 


Whenever utilities are merchandis- 
ing it is essential that the dealer 
with the same selling 
tools as the utility salesman, namely: 
(2) The 
allowances for used 
(3) Demonstration privi- 
(4) Close-out 


very 


he furnished 


(1) Time payment plans. 
same trade-in 
equipment. 
leges on ranges, etc. 
specials. 

Without doubt, the most highly ap- 
preciated dealer cooperative assistance 
the utilities of dealer 
However, the policies of 
many utilities do not include financing 
sO an arrangement whereby the dealer 


is financing by 
time paper. 


can use the same time-payment rates 
as the utility is very helpful to the 
dealer. 

A fine example is the A.G.&E., fa- 
mous 5-star plan of 3% on the de- 
ferred balance and 36 to 48 months 
with collections made by the utility on 
its light bills. Too much emphasis can- 
not be placed on providing adequate 
finance plans for the dealer whether 
by commercial finance companies, local 
E.H.F.A. or utili- 
ties. 85% to 90% of all electric appli- 
ances are now being sold on some form 
of deferred finance plans. 


finance companies, 


* Excerpts from an address made at the Third 
Annual Conference of the International Associa- 
tion of Electric Leagues, Nov. 18, °38, Phila- 
delphia, Pa. 
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How Leagues 
can help the Deater 





By: D. S. STOPHLET* 


Range Sales Department, Westinghouse Elec. & Mfg. Co., Mansfield, Ohio 


It is difficult in some localities for 
small dealers of good moral worth but 
limited finance rating to secure finance 
accommodations from the big commer- 
cial finance companies. If the electric 
leagues, through any of the above 
agencies, can help to remedy this con- 
dition by supplying a financial service 
for the dealers it is always helpful to 
the dealers. 

When a utility puts on a campaign, 
the league should consult with all dis- 
tributors and should arrange so that 
all dealers should have comparable of- 
fers available. 


SECURING AND TRAIN- 
ING OF SALESMEN 


There is no doubt that this matter 
of man power is one of the most seri- 
ous problems confronting the dealer. 
The electric appliance industry, par- 
ticularly the refrigeration industry, 
was built by the industry, application, 
and perspiration of the specialty sales- 
men. Where have the men of that fine 
profession gone? For it was a pro- 
fession worthy of the name. 

These salesmen, thousands of them 
members of the Manufacturers’ Honor 
Sales Organization, men who were 
proud to be called specialty salesmen 
and who earned consistently their 
$2,500 to $3,000 a year. Where are 
they today? .Almost vanished like the 
passenger pigeon. Many are holding 
down managerial and executive posi- 
tions but there are very few new men 
coming on to fill their places. 

Why is this? It is the fault of the 
electric industry, because for years we 
have rather looked down on this spe- 
cialty salesman as useful but not ab- 
solutely necessary to the industry, 
and we have made little efforts to re- 
place him. As a result, very few 
younger specialty men have been taken 
into the industry. We need more sales- 
men for the dealers. I suggest that 
the electrical leagues carefully select 
young men necessarily from our col- 
leges and train them carefully for posi- 
tions with dealers. Arrange for night 
schools for good men who are in blind 
alley jobs but who want to get out. 
These men have minor jobs, $15.00, 
$18.00, $20.00 a week but many of 
them are excellent salesmen material. 
Train them at nights so they can hold 
their present jobs until they feel pre- 
pared to sell electric specialties on 


their own. Then locate them with 
good dealers. But in turn, the dealer 
must agree not to compete with the 
new salesman, to give him his regular 
floor days, his carded prospects and 
help him close a few sales in order to 
get started. Only too many dealers, as 
soon as a salesman begins to make his 
$150.00 or $200.00 a month discour- 
ages him by cutting his commission, 
his territory, or by adding more sales- 
men until the law of diminishing re- 
turns sets in and all his salesmen are 
on the verge of quitting because of 
marginal incomes. 

What we need is Ketter salesmen and 
opportunities for them to earn $200.00 
a month as'a minimum. The Electric 
League can help all dealers in their 
areas immensely by :— 

(1!) Training and placing new salesman. 

(2) By making better salesmen out of 
existing dealers’ salesmen through 
intensive practical courses, by prac- 
tical men who have had front-line- 
specialty selling experience. 


EXTEND THE ELECTRIC LEAGUES 


At our dealer conferences, the point 
was brought out that the influence of 
the electric leagues should be extended 
to the smaller cities. I do not know 
whether or not you have tried to or- 
ganize leagues; in the towns of 50,000 
and under but I would consider these 
towns ideal places in which to extend 
your activities. 

The dealer in these towns needs your 
support and activities. Several of the 
dealers attending our dealers’ confer- 
ence spoke of this fact. 

26% of our total wired homes in 
the United Staies are in towns of 
2,500 and less and on the farm. The 
dealers covering this, over one-fourth 
of our meters, need assistance. This 
is shown by the lower saturation fig- 
ures of appliances in these towns and 
on the rural lines. This brings up 
the matter of RURAL ELECTRIFI- 
CATION. 

The first thing to do with a new 
market like this is a thorough analysis 
of the same. The average dealer is far 
from sold on the possibilities of rural 
electrification mostly because he knows 
very little about it. It is a real problem 
to get the distributor and dealer to 
realize the extent of this market. 

Therefore, I suggest that in each 


locality, a thorough analysis of the 
market be made by the electric league 
of that locality. In many localities the 
list of rural users has been rather dif- 
ficult to secure. The securing of these 
lists and the blocking of them out by 
rural routes for the dealers of the lo- 
cality would be a great help. 

Essentially the rural market problem 
is one of the proper dealer coverage 
in towns of 25,000 and less. 

There are 4,281 towns in the U. S. 
that are classed by marketing experts 
as subordinate and rural trading cen- 
ters. They range from 1,000 to 25,000 
in size and these are the towns in 
which we must secure electric dealer 
coverage if we in the electric industry 
expect to break open this rural market. 

In addition to these 4,281 towns, 
there are also 115,089 towns of less 
than 1,000—99% of which are elec- 
trified but in which low usage cus- 
tomers predominate. This rural mar- 
ket is so vast and the problems so 
involved that only a combined effort 
of all agencies involved will achieve 
success. 


IMPROVE THE QUALITY 
OF THE DEALER 


The matter of promoting the sale of 
electric appliances is like a great chain. 
The utilities, the manufacturers, the 
electric leagues, the distributors, the 
dealers and finally the public are all 
linked together. 

The weak links of this chain at pres- 
ent lie in the multiplicity of weak 
unqualified dealers. Just as a chain is 
no stronger than its weakest link, so 
our chain of promotion, starting with 
strong, well forged links of utility, 
electric league and manufacturer, be- 
gins to weaken with the distributor 
who over-dealerizes his territory and 
breaks badly when it reaches the low 
producing dealer. The industry should 
clip off a number of these weak low- 
producing dealer links in order to 
strengthen the other links. 

Thousands of small operators who 
were unsuited by either lack of fi- 
nances, inclination or training for their 
job, rushed into the business, with dis- 
astrous results for those established, 
well qualified firms. The era of de- 
structive competition was at hand and 
it has been growing ever since. Fewer 
and better dealers is the only answer. 
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pELIvE 
REFRIGERATION’S NO. 1 SALES APPEAL « THE CONVENIENT SHELVADOR PLUS 


LOW PRICES 


GIVE DEALERS A RUNNING START IN GETTING PROSPECTS + CLOSING SALES 
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THE SMARTLY CONCEIVED AND SMARTLY PRICED “DELUXE LINE” OF NEW 1939 


SHELVADORS 


ATTRACT CUSTOMERS NOW « ARE HIGHLY SALABLE « AND MOST PROFITABLE 
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BIGGER GREATER 
PROFITS VOLUME 








PEED QUEEN, Pe: 

















PROVEN CONSUMER 
QUALITY VALUES 











PICTURE OF A MAN BUYING 
A REPLACEMENT V BELT 


[ is easier to sell Goodyear Endless Cord Replace- 
ment V Belts because everyone knows that Good- 
year is the greatest name in rubber. And you can sell 
every prospect because there is a tight-gripping, quiet- 
running, practically stretchless Goodyear belt avail- 
able for each make of V-belt-driven appliance. Ask 
your jobber about our popular deal that includes 
handsome wall display rack — or write to Goodyear, 


Akron, Ohio, or Los Angeles, California. 


THE GREATEST NAM 


ENDLESS CORD REPLACEMENT 


BELTS 
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Parmalee-Dohrmann ‘Takes 


Over Own Servicing 


Find it superior to having outside 


firm handle servicing, they claim 


HE problem of whether or not 
to handle their own deliveries and 
servicing of large appliances is one 
which faces every dealer in electric 
refrigerators or ranges. Many depart- 
ment stores make use of outside serv- 
ices for such work, either that of the 
manufacturer or of a service company, 
paying a fixed price for deliveries and 
for service calls. Others handle their 
own service departments and believe 
that the results justify the expense. 
It is interesting therefore to find 
a store which has tried both methods 
and which can testify to the advan- 
tages of one as against the other. 
Until recently the Parmalee-Dohrmann 
Company of San Diego, California, 
has been among those stores which 
have employed an outside firm to 
handle deliveries and service calls. 
In the main, this service was satis- 
factory. But it was inevitable, of 
course, that the firm doing this work 
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In the first place, according to Mr, 
Brown, it is now possible to promise 
delivery with some certainty that it 
will be carried out on time. In order 
to make this possible, delivery orders 
are placed on a hook in the office as 
received and are open for consulta- 
tion by any salesman who wishes to 
know how many may be ahead of 
him. Should it be apparent from the 
number that some delay is necessary 
and should his particular customer 
be in a special hurry, the office then 
takes the trouble to call up some 
other customer and arrange for a de- 
lay, which is usually graciously 
granted. On rush occasions it some- 
times takes 48 hours for delivery, but 
if this is understood by the customer 
in advance, no irritation arises. It is 
the failure to live up to a promise 
which leads to trouble. 

The electrical department has four 
salesmen and three servicemen, who, 





Parmalee-Dohrmann's service truck and two of their three servicemen 


should also handle similar accounts 
for other stores. What impressed it- 
self upon the Dohrmann Company was 
the fact that a busy day in a given 
line with their own firm frequently 
meant a busy day for others handling 
similar lines. This meant that de- 
liveries piled up for the company han- 
dling this work, with inevitable delays. 
These were perhaps explainable and 
unavoidable, but inasmuch as_ they 
were due to factors over which the 
selling company had no control, they 
could not always be foreseen and 
provided against. Unfortunately it 
was sometimes the rush order cus- 
tomer who suffered the delay, either 
in deliveries or service. 

Many considerations of this sort 
led J. Taylor Brown, manager of 
the electrical department of the Parma- 
lee-Dohrmann Company to persuade 
the company to put in a truck and a 
service department of its own. This 
has now been in operation for some 
time with results which are enthu- 
siastically approved by all concerned. 


incidentally, are considered just as 
much a part of the department as the 
salesmen. They are required to at- 
tend all salesmeetings, and when re- 
cently the staff learned how to cook 
on an electric range, the servicemen 
learned how to cook as well. This 
means that they understand the equip- 
ment and what the manufacturer 


claims for it—an important thing in J 


dealing with a customer who may 
be expecting more from her appliance 
than it was ever designed to give 
They also understand the _ store’ 
policies and can be in sympathy with 
the salesmen, whose problems they 
have heard presented and discussed in 
meeting. They are alert to sales op 
portunities and can recognize a pros 
pect for new equipment and can 80 
report in to the department. 

Costs of the two ways of handling 
the problem are difficult to compart, 
since charges are not assigned to 
specific services under the new method 
as previously, but the expense of the 
new department is not excessive. 
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‘iow big things are happening in the Frigidaire plants is common knowledge. 
But just what is going on, few know, and none will tell. Rumors are plentiful, 
facts scarce. Flying trips into the field by Frigidaire officials indicate unprecedented 
measures to assure organization preparedness. 

All that can be learned now is that sensational refrigerator and range announce- 
ments will be forthcoming shortly after the first of the year. Meanwhile, a curious 
nation and a curious industry are waiting . . . certain of only one thing: 

Frigidaire, manufacturer of the world’s fastest-selling refrigerator, has something 


big up its sleeve for 1939! 


DN, GENERAL MOTORS SALES CORPORATION, DAYTON, OHIO 
RIGERATORS - ELECTRIC RANGES - ELECTRIC WATER HEATERS 
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HELPS TURN CUSTOMERS INTO SAT 


os 








LO 





On the Sales Floor In the Home Laundry NEM 
HE motors on your appliances are important. Most G ENERAL ELECTRIC has a background of sixty — 
prospects realize this, but they can judge the quality years in building electric equipment and has built re- § ranges 
only by the name of the motor manufacturer. In what liable appliance motors since the beginning of the industry. he E 
better way can you convince your prospects of the high G-E engineers sit down with the appliance manufacturer § ciatior 
quality of the electric equipment on your appliances than and discuss his motor problems, and then build a motor 
by being able to say that it’s General Electric? that matches the appliance electrically and mechanically. 
Such a statement gives a prospect the feeling that your Today, millions of G-E motors are operating refrigerators, 
appliances are equipped with the best, and helps to break washers, ironers, and similar devices and are giving service 
down sales resistance. Add this electrical advantage to the that builds confidence in electric appliances. You can be 
long list of mechanical advantages, and your sales problem sure that a G-E motor is adequate for its job. General 
will be mostly terms and delivery. . Electric, Schenectady, N. Y. 


LET G-E MOTORS HELP You SELL 
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Plot Range Advertising for ‘39 
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Bruce Fleming, Executive Secretary of the Electric Range Division of 
National Electrical Manufacturers Association; Reese Mills, Chairman of 
the NEMA Electric Range Sales Committee; and W. A. Grove, Chairman 
of the Advertising Committee discuss the new 1939 Electric Range Cam- 


paign. 


The magazine advertising will feature “fast, clean, low-cost cook- 


ing", with major emphasis on economy. 


LOW COST COOKING THEME 
OF 1939 ELECTRIC RANGE DRIVE 


NEMA Approves 1939 Program 


CHICAGO—What promises to be the 
biggest, most intensive drive on electric 
ranges yet witnessed by the industry was 
given formal approval at a meeting of 
the Electric Range Division of the Na- 
tional Electrical Manufacturers Asso- 
ciation recently. Final plans were ap- 
proved at the Range Division’s meeting 
in Chicago on October 24th and 25th. 

While complete details have not been 
announced, it is understood that the 1939 
campaign is to be based on national mag- 


azine advertising, backed by strong local | 


newspaper and radio campaigns on the 
part of utilities, electrical appliance dis- 
tributors, dealers and department stores. 

An announcement of the program in 
_ will be made shortly, according to 

H. J. Mauger, Chairman of the Range 
Division of NEMA. “We have decided 
upon the theme of the campaign,” he said, 

“and have approved the national . maga- 
zine advertising. Only a few of the 
minor details remain to be worked out. 
In my opinion the 1939 program supplies 
the strongest selling theme that the 
industry has seen. 

Magazine advertising will feature “fast, 
dean, low-cost cooking”, with major 
emphasis on economy. The American 
public, according to Mr. Mauger, is still 
Waware that modern electric ranges and 
the favorable electric rates now generally 
in effect, truly provide the modern, low- 
cost cooking that women have always 
Wanted. “Remove this mental hazard,” 
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he believes, “and millions of homemakers 
will go electric.” 

Recent extensive surveys show that 
electric cooking costs only one-half as 
much as people generally think it does, 
Mr. Mauger said. He related that in the 
domestic cooking market the ratio of 
electric ranges to gas ranges, in the first 
six months of 1938, was one to three, 
whereas in 1937 it was one to four. 

“Rapid acceptance for electric cookery 
has been accelerated materially by the 
well-organized educational campaign car- 
ried by the industry through the Modern 
Kitchen Bureau to acquaint the public 
with the low cost and the high speed of 
present day electric ranges. The Na- 
tional Fall program, concentrated in 
October, as ‘Discovery Month,’ carried 
this slogan and is progressing with wide 
acceptance although it is too early for 
statistical reports.” 

As a confirmation of the completely 
superior performance of electric ranges 
compared with the flame type method of 
cookery, Mr. Mauger referred to a re- 
cently released study made by the Elec- 


tric Institute of Washington, D. C. 
(Electrical Merchandising, November, 
1938.) 


The manufacturers responded with a 
vote to continue the three-year industry 
advertising and promotion campaign 
around the low-cost theme. They re- 
ported their pleasure with the degree of 
public utility and dealer cooperation. 
While the utility continues as the spear- 
head of local promotion, Mr. Mauger 
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Range Generals Plan '39 Drive 





(Front Row, left to right) M. J. Maier, Malleable Iron Range Co.; 
Christy, General Electric Co.; H. T. Burrow, Malleable Iron Range Co. 
(Second Row, left to right) Bruce Fleming, Executive Secretary, NEMA; 
Reese Mills, Westinghouse Electric & Mfg. Co.; F. E. Basler, Gibson Elec. 
Refrigerator Corp.; H. L. Martin, manager, Modern Kitchen Bureau; Leon- 


ard Campbell, Lindemann & Hoverson Co.; 
(Standing, left to right) R. W. Turnbull, Edison G. E. Appliance 


son Co. 


W. T. 


A. T. Fish, Lindemann & Hover- 


Co.; W. A. Grove, Edison G. E. Appliance Co.; Harry Parsons, Nash- 


Kelvinator Corp.; Joe Rushton, Frigidaire Div., 
Robert M. Beatty, Westinghouse Electric & Mfg. Co.; 
G. E. Appliance Co.; Jack Poteat, General Electric Co.; 


Edison G. E. Appliance Co. 


prophesied that dealers would sell 60 per | 


cent of the total this year. 

While the volume of electric range 
business has naturally shown the effect 
of the 1937-1938 slump in general busi- 
ness, Mr. Mauger congratulated the range 
manufacturers on their improved position 
and the outlook for 1939. He predicted 
a general business improvement from now 
on through next year based on the now 
evident upward pressure of primary eco- 
nomic forces which are at work, includ- 
ing the upward trend of electric power 
consumption since August, the better feel- 
ing of financial leaders. He expressed 
the hope that atmosphere was now clear- 
ing in the public utility field and this, in 
turn, would not only help general busi- 
ness, but also the promotion of electric 
appliances. 





SOUTHERN CALIFORNIA 
RETAILERS REORGANIZE 


LOS ANGELES—As an outgrowth 
of the dealer conference meetings of re- 
cent months in Los Angeles, the local 
retail group has reorganized into an 
actively functioning Southern California 
Retail Electrical Association. W. S. 
McCall is President, Leo K. Allen of the 
Barker-Allen Company of Hollywood, 
vicepresident and C. E. Price of Price 
Bros., secretary. On the board of di- 
rectors are Ross McPherson, J. G. Con- 
ner, L. Clark, Allen L. Berry and S. A. 





General Motors Corp.; 
H. J. Mauger, Edison 
D. C. Marble, 


Dinwiddie. The association has a stand- 
ing committee on business ethics and 
another on education, as well as such 
standard offices as membership, speakers, 
etc. Two of the members, L. K. Allen 
and K. S. Long function as directors on 
the board of directors of the Retail 
Furniture Association, with which the 
new organization has a cooperative agree- 
ment, including use of the Furniture 
Association shoppers. 





STEWART-WARNER 
CONVENTION JAN. 5-7 


CHICAGO—T he Stewart-Warner 
Corporation will make its formal entry 
into the electric range market, and will 
introduce its 1939 line of Sav-A-Step 
refrigerators, at a national convention 
of distributor executives to be held at 
the Edgewater Beach Hotel, Chicago, 
January 5, 6 and 7. 

According to John F. 
manager of the household appliance 
division, both ranges and refrigerators 
are already in production. 

Advertising and sales promotion pro- 
grams, and an entirely new finance plan. 
will be outlined at the meeting by Mr. 
Ditzell and Frank R. Hiter, vice presi- 
dent in charge of sales. 

Stewart-Warner anticipates an attend- 
ance of 300, representing 66 distributing 
points, it is announced. 


Ditzell, sales 
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Rogers Men Count Their Kelvinator W innings 
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Pittsburgh's C. R. Rogers Co. went to town on the "Sales Mean Jobs" 


campaign and here they are shown figuring their winnings. 


Left to right: 


Paul L. Chamberlain, Phil Goodman, C. V. Long, H. L. Tangert, E. C. J. 
Lloyd, R. H. Davison, and Troy V. Grady (story below). 





ROGERS GO TO TOWN 
ON KELVINATOR 


PITTSBURGH—Everyone a winner is 
the record of the Kelvinator salesmen of 
the C. R. Rogers ( -ompany in the recent 
“Job Builders Campaign” conducted by 
the Nash-Kelvinator Corporation in con- 
nection with the Sales-Mean-Jobs Move- 
ment of the National Salesmen’s Crusade. 

Troy V. Grady heads the sales force 


by winning the first regional prize of 
$250.00 cash, E. C. J. Lloyd wins his 
choice of a number of merchandise 
prizes valued at $100.00, C. V. Long 
was right on his heels with a $60.00 
merchandise prize and Phil Goodman 
and Howard L. Tangert each received 
$25.00 merchandise prizes. 

C. R. Rogers Company and _ their 
salesmen are to be congratulated with 
all of their men winning prizes in a con- 
test of this size. The attached picture 
shows these aggressive salesmen busy 
making up scrap books showing their 
activities during this campaign. Those 


in the picture reading from left to right 
are Paul L. Chamberlain, Kelvinator 
sales manager of the C. R. Rogers Com- 
pany, Phil Goodman, C. V. Long, H. L. 
langert, E. C. J. Lloyd, R. H. Davison, 
division manager Nash-Kelvinator Corpo- 
ration and Troy V. Grady. 


190 CHICAGO DEALERS 
IN EHFA HOOK-UP 


CHICAGO—With a down payment as 
low as five per cent, and with subse- 
quent payments extending over a period 
as long as 36 months on one appliance or 
48 months on two or more, Chicago 
residents are being initiated into the 
mysteries of the Electric Home and 
Farm Authority financing. 

More than 190 electrical appliance 
dealers in Chicago have been authorized 
by EHFA to extend the terms of this 
purchase plan to their customers, accord- 
ing to E. F. Fleming, Jr.. EHFA dis- 
trict manager. 

The plan also applies to wiring mod- 
ernization in single or multiple family 
dwellings which may be financed over a 
period of 24 months, with down payments 
as small as 10 per cent. In every case, 
however, the unpaid balance must be $40 


or more. Under this government plan 
these appliances are acceptable: refrig- 
erators, ranges, water heaters, water 


pumps, waste disposal units, dish washers, 
radios, washers, ironers, vacuum clean- 
ers, stokers, conversion oil burners and 
attic ventilating fans. 

According to local authorities, business 
should be stimulated by the move. 





Pfrommer Bros. 





At left is the new building of the Pfrommer Bros. of Lafayette, Ind. 


quarters. 


Have a New Building 





and 
at the right are two shots of the interior of their new appliance head- 


Note in top picture new major appliances—water softeners, 


seen behind rear column (story at right). 
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“BARGAIN PACKAGE” SALES 
PASS 150,000 MARK IN N. Y. 





NEW YORK—On November 15, with 
more than six weeks still to go before 
the campaign ends, December 31, Consoli- 
dated Edison Company of New York, 
Inc., passed its original quota of 150,000 
sales of its “Bargain Packages.” The 
goal was passed with two days still to 
go before rounding out the eleventh 
week of the activity. 

Sales from September 1 up to and 
including November 15, total 151,688 
“Bargain Packages,’ or 606,752 appli- 
ances, with a dollar value of $3,716,356. 

Because of the rate at which the 
packages have been selling since the 
campaign began, Consolidated Edison 
continued to place orders from time to 
time for additional appliances to make up 
additional packages to be sold by Decem- 
ber 31. The total number of packages 
which have been ordered is now 225,000 
or 75,000 more than the quota originally 
set, with prospects of a probable addi- 
tional 25,000 packages being ordered from 
manufacturers within the next week, thus 
bringing the total number of packages to 
be sold during the entire campaign to 
250,000. At the moment, 73,312 pack- 
ages are still to be sold. 

Of the total packages sold to date, em- 
ployes other than those employed by the 
Sales Department have sold 28,456, on 
which they have earned commissions of 


PFROMMER BROS. MOVE 
INTO THEIR NEW 
BUILDING 


LAFAYETTE, IND. — Pfrommer 
Bros., Lafayette home appliance dealers, 
have moved into new quarters, described 
as among the most modern, attractive 
and complete in the state of Indiana. 

The firm, made up of John R. Pfrom- 
mer and George W. Pfrommer, both na- 
tives of Lafayette, entered the electrical 
appliance business here in 1920, at a time 
when a number of appliances, such as 
electrical refrigerators, were just coming 
onto the market. Their pioneering 
proved successful, and their prospering 
and growing business compelled them to 
move to larger quarters several times. 

When it became necessary again to 
seek more room, the company purchased 
a building, in a good business location, 
and completely remodeled it, as well as 
enlarging the structure. Now the firm 
has a display and sales room with 2,000 
square feet of floor space, adequate to 
display, to excellent advantage, the many 
articles of their varied line. 

The floor of the display windows, 
which extend across the entire front and 
around one corner, are on the same level 
as the sales room, and there is no divi- 
sion between the window and floor dis- 
play space. Walls and ceilings are fin- 
ished with a material which absorbs 
sound, and a profusion of ceiling lights 
provide ideal illumination. At the back 
of the room is the office, while back of a 
partition are a sales conference room, 
storage and service rooms; there are also 
facilities to unload inside the building. 

The front of the firm’s new home is 
finished in a new type structural glass, 
in black and white, carrying the com- 
pany’s name in prominent fashion; alumi- 
num trim sets off the effect. A new 
automatic heating plant has been installed 
to complete the modern touch. Special 
electrical wiring, with openings every 
few inches, just above the floor, provide 
convenient and abundant connections to 
demonstrate appliances. Modernistic 
chairs, in tubular steel, placed at intervals 
over the floor, offer comfort for the pros- 
pective customer during a demonstration. 

From a modest beginning, the business 
has grown until now the stock includes 
radios, refrigerators, electric ranges, 
washers, ironers, water softeners and 
many other home appliances. Additional 
lines were added when the company 
moved into the new store. 


DECEMBER, 


a dollar a package. The more than 7(9 
appliance dealers cooperating in the cam- 
paign have accounted to date for the 
sale of 64,408 packages. These dealers 
also receive a compensation on sales 
made by employes as well as their own 
sales. Sale of the packages, according 
to territory, are as follows: Manhattan, 
33,309; Bronx, 17,421; Brooklyn, 59,006: 
Queens, 30,139 and Westchester, 11,813. 








The Westinghouse 
Kitchen Kwiz 


WE STINGHOL 





Ruth Laverne, Westinghouse Home 
‘Economics Supervisor, and Wayne 
West, popular WHK announcer in 
Cleveland, give hints on planning the 
kitchen, care and use of electrical 
appliances, and other homemaking 
hints on the new Westinghouse 
Kitchen-Kwiz radio program. 


WESTINGHOUSE KITCHEN KWIZ 
PROGRAM CLICKS 


CLEVELAND, OHIO—“Streamlined” 
to insure a maximum of interest, the new 
Kitchen-Kwiz radio feature created by 
Westinghouse is securing a formidible 
listening audience. This program, now 
on the air over radio stations W 
in Cleveland, and WADC in Akron, Ohio, 
combines a recipe and homehints program 
with the features of a personal quiz oF 
interview broadcast. 

The first twenty minutes of the half- 
hour program are devoted to new recipes, 
new ways of cooking and caring for 
equipment, household hints, and other 
items of interest to the homemaker. Miss 
Ruth LaVerne, the graduate Home 
Economics Supervisor, takes this part of 
the program and treats it very informally. 
The announcer, in each case, figures 
prominently into the program, building 
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humor and adding a suggestion of “plot” 
to heighten interest. 

The final ten minutes are devoted to 
the asking and answering of questions, 
following the general type of quiz-bees 
now in vogue for air shows. The ques- 
tions asked are of a controversial nature, 
so that the pros and cons lend interest 
and excitement to the general presenta- 
tion. 

Such questions as “Should the hus- 
band be expected to help his wife wash 
and dry the dishes,” and “Should a wife 





continue to work at some other occupa- 
tion after marriage if not forced by finan- 
cial circumstances,” never fail to elicit 
varied and interesting reactions. 

These broadcasts are made from West- 
inghouse kitchens, located in May’s De- 
partment Store in Cleveland, and the 
M. O’Neil Department Store in Akron, 
Ohio. Listeners are invited to attend 
the broadcasts and the advantages - of 
planned kitchens are explained to the 
audience at the scene of the kitchen 
broadcast. 





Boosts for Stoker Sales Schools 





Believing that the specialty salesmen who plug other items nine months 
out of the year and then switch to stokers during the season need more 
information, H. S. Peters, sales manager, Stoker Division, Holcomb & Hoke, 
Indianapolis, is an advocate of sale schools. 


“Stokers take a lot of talking up and smart presentation,” 


he says, 


“recently we boiled down all our stoker data to a book that thick—(see 
photograph)—and found that it was snapped up like hot cakes.” 

Present day mistake of stoker men, thinks Mr. Peters, is the fact they 
are running a price war on stokers, instead of competing with gas and 
oil burfers, their natural competition. The industry has short circuited itself 
on the price proposition by offering volume prices on an item for which 
no volume demand has been built up as yet. 





PORTLAND POWER COMPANIES 
WITHDRAW FROM MERCHANDISING 


PORTLAND, O.—Revision of its 
merchandising policy in October 
marked the complete withdrawal of 
the Portland General Electric Com- 
pany from the merchandising field. 
From now on the company will de- 
vote its activities to promoting dealer 
sales of ranges, water heaters and re- 
Irigerators through its dealer contact 
department. In closing out its stock, 
the company gave its employees first 
opportunity to purchase appliances at 
company cost plus actual delivery and 
installation charges. 

Announcement of the new sales 
policy was made by A. C. McMicken, 
general sales manager who said: “Our 
company is ceasing this operation in 
the hope that a satisfactory volume of 
electric automatic water heaters, 
fanges, refrigerators and other appli- 
ances will be sold to its customers by 
dealers. If, after a fair trial, the volume 
of any one or more major domestic 
appliances is not satisfactory to the 
company, it reserves the right to re- 
sume the direct sale of such appliance 
or appliances or to adopt such sales 
Policies as are deemed necessary to 
msure the desired volume.” In all ad- 
Vertising since adoption of this pro- 
gram the Portland General Electric 
Company has listed dealers in its ter- 
titory, marking by asterisks or other- 
Wise designating, those which do not 
sell electric water heaters and those 
Which do not sell electric ranges. 

Effective November Ist, the North- 
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western Electric Company, also serv- 
ing Portland, Oregon and surrounding 
territory, discontinued the sale of elec- 
tric water heaters for residential use. 
This company had long withdrawn 
from all other departments of mer- 
chandising. The sale of water heaters 
will now be promoted also through 
dealer outlets. 

Coincident with these announce- 
ments comes that of two new dealer 


stores specializing in electric water 
heaters which have recently been 
established in the Portland district. 


They are Water Heater Sales, Inc., of 
which G. G. McCarney, formerly with 
the Portland General Electric Com- 
pany, is manager, and Water Heater 
Engineers, Inc., organized by A. Flynn, 
Dan Lengasher, John McMahon and 
M. Caruthers. 





"Planned for Your Home" 
New Easy Booklet 

SYRACUSE, N. Y.—A new booklet, 
“Planned for Your Home” has_ been 
brought out by the Easy Washing Ma- 
chine Company, designed to acquaint the 
consumer with facts about washer con- 
struction and the proper use of the 
washer in the planned home. The book- 
let is free to dealers. Photographs and 
diagrams illustrate the text which is a 
complete description of the washing ac- 
tion, reliability, safety and economy of 
the new 1939 Easy washer line. 
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HARTFORD ELECTRIC 
LEAGUE ORGANIZED 


HARTFORD, CONN.—Three hun- 
dred representatives of various branches 
of the electrical industry met in Hartford 
recently to organize the Hartford Elec- 
tric League. Headquarters are at 242 
Trumbull Street, and the managing di- 
rector is Carl E. DeLaney. 

Orrin P. Kilbourn, newly elected 
league president and head of the Orkil 
Electric Company, was chairman of the 
meeting. He stated that the maintenance 
of high ethical standards and trade prac- 
tices, with the development of the indus- 
try locally, will orcupy the league’s atten- 
tion, and in an interview at the close of 
the dinner said that the league is open 
to all dealers, distributors and manu- 
facturers doing business in Greater Hart- 
ford who will subscribe to its objectives 
and agree to abide by its policies and 
practices. 

League members will be identified by 
an official seal and approved appliances 
will be tagged to insure the sale of high- 
est quality appliances. 

The immediate objective takes concrete 
form in a vigorous campaign to sell at 
least $350,000 worth of equipment and 
also push appliances in 500 complete elec- 
tric homes before January 1. Prizes will 
be given to salesmen in a contest to 
achieve this result. 

Speakers at the opening dinner in- 
cluded Samuel Ferguson, chairman of 





the board, Hartford Electric Light Com- 
pany; R. D. Cutler, vice-president Hart- 
ford Electric Light Company, and Dr. 
G. A. Allison, director of the modern 
kitchen bureau, Edison Electric Institute, 
New York. 

Other officers of the league are S. K. 
Lavery, vice-president; John H. Bauer, 
treasurer, and Frank Linbacher, secre- 
tary. The board of governors consists 
of Frank Cashman, Messrs Lavery, Bauer 
and Kilbourn, Francis Stern, Thomas 
O’Brien, R. E. Arnold and Bret Neece. 





ELECTRIC KITCHENS IN 
ATLANTA HOUSING 


ATLANTA, GA.—Atlanta’s latest 
housing project, a horseshoe of 23 brick 


‘ buildings surrounding a landscaped park 


at Emory Court, will include major elec- 


trical appliances to provide complete 
electric kitchens, merchandising execu- 
tives of the Westinghouse Electric & 


Manufacturing Company announced re- 
cently. 

Installation and maintenance of the 69 
units, refrigerators, ranges and water 
heaters, will be made by the Georgia 
Power Company and the Westinghouse 
Electric Supply Company of Atlanta. 

Recently Westinghouse supplied 806 
major appliances, ranges and refrigera- 
tors, for electric kitchens in the Olen- 
tangy Village Housing Development in 
Columbus, Ohio. 


Crowds Jam Fried store at ane 





— 


On the opening night of Fried's Department Store, Cicero, Illinois, R. 


Fried, Jr., manager (left) and R. Fried, Sr., 


proprietor (right) were hosts 


of several thousand people, who came to view the new store and its mer- 
chandise. The Hotpoint model kitchen in which Messrs. Fried are standing 


is fully connected. 








A portion of the crowd that gathered to welcome Fried's Department 
Store in Cicero, Illinois, pausing at the refreshment store, next door, on 
opening night 
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® For next year, offer your prospects FAULTLESS washers eleven 
compa 
vertisi 
assista 
tion n 


—the line with more quality and price features than any 


other group on the market! 


Modern in exterior design. Efficient in mechanical 
operation. Attractive in rich colors. Complete in variety of 
wringers, agitators, tubs, and accessories. Smart in price, 
because they cost /ess than other makes! sition 
of the 
' Nash- 
“Don’t fail to see the annou 
: sc iad tai a ; sales 
new FAULTLESS Line at 
Space 713, 
American Furniture Mart, 
January 9 to January 21. 
s 
Space 101, 
Stevens Hotel, 


Housefurnishings Show, 
January 8 to January 14. 
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J. F. O'Brien 


. F. O’Brien, former advertising man- 
ager of the Westinghouse Lamp Company 
has been appointed director of electrical 
research of the John B. Pierce Founda- 
tion, 40 West 40 Street, New York City, 
according to a recent announcement. 

The John B. Pierce Foundation was 
incorporated in 1924 for the purpose of 
research, educational, technical, or scien- 
tiic work in certain designated fields 
“for the increase of knowledge to the 
end that general hygiene and comforts of 
human beings may be advanced.” 

Mr. O’Brien has long been identified 
with promotional activities in the elec- 
trical industry. He was one of the 
founders of the Better Light—Better 
Sight Bureau and a member of the execu- 
tive committee since its inception, and has 
recently been appointed as official repre- 
sentative of the Illuminating Engineering 
Society to the Bureau. As a member of 
the Plan Committee of the National Ade- 
quate Wi iring Bureau, he played an ac- 
tive part in its organization. 


Westinghouse Lamp Division 


The Westinghouse Electric & Manu- 
facturing Company announced the ap- 
pointment of Herbert E. Plishker as 


advertising and sales promotion manager 
Lamp Division. Mr. 
F. O'Brien, 


Plishker 
who recently 


of the 
succeeds J. 
resigned. 





Herbert E. Plishker 


A member of the Westinghouse Lamp 
Division advertising force for more than 
eleven years, Mr. Plishker came to the 
company from the Pratt & Lindsay Ad- 
vertising Company. He has served as 
assistant advertising and sales promo- 
tion manager for six years. 

Mr. Plishker is a member of the 
American Institute of the City of New 
York, and the Electrical Association of 
New York. 


Leonard 


Promotion of Walter Jeffrey to the po- 
sition of assistant general sales manager 
of the Leonard Refrigerator Division of 
Nash-Kelvinator Corporation has been 
announced by E. R. Legg, the division’s 
sales manager. 





Walter Jeffrey 


Jeffrey joined Kelvinator in 1929 as 
household sales promotion manager. 
ter he became advertising and sales 
Promotion manager of Leonard. Appoint- 
ment of J. Truman Steinko as advertis- 
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New Pasitions of the Mouth 








ing and sales promotion manager for 
Leonard was also announced. 

For the past several years Mr. Steinko 
has been a member of the Corporation's 
advertising and sales promotion staff. He 
came to the organization in 1934 to 
head up trade paper publicity following 
a year as editor and business manager 
of the Garden City (Mich.) “Herald.” 


NEMA 


H. J. Mauger, assistant to the presi- 
dent of the Edison General Electric Ap- 
pliance Co., Inc., Chicago, manufacturers 
of Hotpoint major appliances, was unani- 
mously re-elected to the chairmanship of 
the Electric Range Manufacturers’ Sec- 
tion of N.E.M.A. The election was held 
during the annual N.E.M.A. meeting in 
Chicago during October. 

Mr. Mauger was chairman of the old 
Heating Device Section of N.E.M.A. for 
six years, when that section included the 
electric range manufacturers. He is 
credited by many with originating the 
idea of N.E.M.A. business development 
activities, in the form of the Electric 
Cookery Council. 


Emerson 


Effective November 1, George Reindel, 
Jr. has been appointed district manager 
of the Detroit office, located in the Storm- 
feltz-Loveley Building, of the Emerson 
Electric Mfg. Co. 


Bendix 


Judson S. Sayre, vice president in 
charge of sales of Bendix Home Appli- 
ances, has announced the addition of a 
number of new men in the sales and ad- 
vertising departments and of the promo- 
tion of several Bendix men. 

Wm. H. Leininger, former advertising 
and sales promotion manager, has been 
promoted to merchandising manager in 
the sales department and will concentrate 
for the present on the new building field. 





Parker Ericksen 


New head of the advertising and sales 
promotion department is Parker H. Erick- 
sen, formerly advertising manager of 
Zenith Radio and Fairbanks-Morse Com- 
pany. 

L. J. Chatten has been promoted from 
district manager to regional manager in 
charge of the Eastern sales division. W. 
S. Reinhart has been promoted from the 
sales training department to district 
manager in charge of New England. 

F. Lawler of Detroit has been ap- 
pointed manager of sales training depart- 
ment and will be responsible for the 
training of 4,000 dealers and 10,000 
Bendix retail salesmen. 

H. Hunter has been made manager 
of the St. Louis territory and C. C. Ayres 
has been appointed manager of the Dav- 
enport area. W. Becker has been 
appointed district manager of the Pitts- 
burgh area. 

Special Bendix sales representatives 
appointed are Mr. D. F. Gaches, Mr. 
H. H. Wilson and Mr. I. H. Faught. 
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Keen Dry Shaver 


Bertram M. Ainesworth, general sales 
and advertising manager of the Keen 
Dry Shaver, Inc., announces the ap- 
pointment, effective immediately, of 
Philip Schlossburg as national field sales 
manager. 





George Libbey 


G-E Heating Devices 


George Libbey, who for a considerable 
period has supervised the advertising and 
sales promotion activities on heating 
devices for the General Electric appli- 
ance and merchandising department, 
Bridgeport, Conn., has been transferred 
to the sales department as commercial 
representative for the west coast with 
headquarters in Ontario, California, 
where many G-E heating devices are 
manufactured. He will continue to 
represent the heating device section, 
covering such products as electric irons, 
toasters, sunlamps, roasters, etc. 

Smith has been appointed ad- 
vertising supervisor for the heating de- 
vice section, it has been announced by 
Roy Johnson, advertising manager of 
the G-E household appliance sales di- 
vision. Smith has been associated with 
General Electric at Bridgeport for eight 
years, and for the last six has been 
connected with heating device advertising. 





H. R. Smith 


Kelvinator Commercial 


Kelvinator’s commercial division office 
has been moved from Atlanta to. Balti- 
more adding Virginia and Maryland to 
the Southeastern sales division. James 
A. Lee, former assistant sales manager 
of Kelvinator’s air conditioning depart- 
ment, heads up the new division, replac- 
ing C. D. Taylor who goes to head- 
quarters in Detroit as sales manager of 
the standard commercial and liquid cool- 
ing department. Mr. Lee, who was a 
successful commercial equipment distribu- 
tor in Shreveport, La., will utilize the 
same field personnel which operated out 
of Atlanta. 





Warren Norge 


C. B. Warren, president of the Warren 
Norge Company, Inc. distributors of 
Norge products in greater New York, 
announces the appointment of A. F. 
Kissner Jr. as sales manager of the 
Dealer Division. Mr. Kissner has been 
in the major appliance business for over 
twenty years. He served. for the past 
three years as sales counsellor for War- 
ren Norge in the Brooklyn Territory. 

He succeeds E. L. Frohlich who for 
the past seven years has been associated 
with Norge in the New York area and 
has been the sales manager for the 
Warren Norge Company since its incep- 
tion three years ago. Mr. Frohlich has 
accepted a position as eastern divisional 
sales manager for the Norge Division of 
Borg Warner, Detroit, Michigan. 


Milwaukee Association 


Resignations of the president and vice- 
president of the Wisconsin Radio, Re- 
frigeration and Appliance Association 
have been accepted in order to permit a 
new plan to go into effect in Milwaukee. 
The association is now being operated 
under the direction of H. L. Ashworth, 
as secretary-manager, subject to the guid- 
ance of the Board of Directors. Only 
treasurer A. C. Schleiger remains. Idea 
has been to make it a one man job. 





W. T. Reace 


Chicago Electric Shops 


A former house-to-house salesman was 
named manager, merchandise sales, Com- 
monwealth Edison Company, Chicago, 
with the appointment of William T. Reace 
to succeed the late Gardner S. Howland. 
He will be in charge of all electric shops, 
general appliance and household mer- 
chandise sales. Mr. Reace was formerly 
assistant manager. 

William R. Cannon, previously as- 
sistant to the manager, merchandise sales, 
was promoted to assistant manager and 
Leonard F. Mahlke, formerly supervisor, 
small appliance sales, was named assistant 
to the manager. 

Starting in 1916 William T. Reace be- 
came a sign salesman in the old contract 
department. He passed along from light- 
ing salesman, appliance salesman and in- 
dustrial heating engineer, and in 1928 was 
made supervisor of electric refrigeration 
sales. 

W. R. Cannon started as clerk in the 
electric shop’s office in 1920 and was 
promoted to supervisor of the downtown 
electric shop in 1926. 





W. R. Cannon 
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Underwriters Approve 
Electric Blanket 





After eleven months of thorough 
testing, the Underwriters’ laboratories 
have given their approval to the 
electric blanket now being introduced 
by the General Electric Company. 
One of the biggest tasks the com- 


pany has had, according to Roy 
Johnson, manager of the miscellane- 
ous household appliance section, has 
been to overcome a widespread aver- 
sion on the part of the public to 
sleeping under live electricity, de- 
spite its acquaintance with heating 
pads and similar devices. 


NOW ITS PLAIN 
CROSLEY CORP. 


CINCINNATI, OHIO—Final details 
have been completed for the change of the 
name of The Crosley Radio Corporation 
to The Crosley Corporation, it was an- 
nounced today by Powel Crosley, Jr., 
President of the company. The change is 
effective immediately. 

In 1924 the original name of the Corpo- 


ration was The Precision Equipment 
Company which was changed to The 
Crosley Radio Corporation. The Crosley 
Radio Corporation then absorbed the 


manufacturing activities of The Crosley 
Manufacturing Company, both com- 
panies having prior to that time produced 
radio receiving sets. The Crosley Radio 
Corporation also engaged in radio broad- 


casting. 

After several years of experimental 
work in the electric refrigeration field, 
The Crosley Radio Corporation an- 


nounced electric refrigerators in January 
1932, and in more recent years expanded 


its activities to washing machines, gas 
stoves, electric stoves, and other prod- 
ucts. Since the production of large quan- 


tities of electric refrigerators and other 
diversified articles, it has constantly been 
in the mind of the management that the 
word RADIO in the corporate name was 
rather limiting in the minds of the pub- 
lic as to the activities of the corpora- 
tion. There is no intention, however, of 
changing the activities of the company 
insofar as its radio manufacturing opera- 
tions are concerned. No change in the 
financial setup of the Corporation has 
been made 


Anchor-Lite Appliance 


Anchor Lite Appliance Company, 
Pittsburgh, wholesale distributors of 
Crosley products in the Tri-State area, 
have announced that Myer M. Cohen has 


been placed in charge of retail dealer 


promotion. 
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NEW RANGE AND 
WATER HEATER TERMS 
IN CHICAGO 


CHICAGO—Retailers working in 
cooperation with the Commonwealth Edi- 
son Company in Chicago are now receiv- 
ing the following allowances, beginning 
with November, on jobs installed in one, 
two and three family dwellings. 

An allowance of $25 per range on 
range circuits, which include provision of 
adequate service switch capacity, three 
wire circuit to range and range recep- 
tacles. $43 per water heater is being 
allowed which includes wiring for meter 
fitting to water heater, installing separate 
service switch and plumbing necessary to 
install water heaters. A service wiring 
capacity allowance of $15 per building is 
being mad@ where meter has previously 
been moved out-of-doors. One for $10 
per building is allowed where meter is 
moved out-of-doors in conriéction with 
range or water heater installation. This 
includes replacing the existing service 
from service head to meter sitting with 
one adequate for future reqfipements, 
including ranges. A meter moving al- 
lowance of $12 per meter is allowed. 

The trade-in allowances of $5 on ranges 
listing for $100 or less, $10 on ranges 
listing for more than $100, and $10 on 
water heaters will be paid in addition 
to the installation allowances, as out- 
lined in the Commonwealth Edison 
Cooperative Electric Range Campaign. 


New Duty 





Lee A. Clark, advertising and sales 
promotion manager of Frigidaire 
Corporation, has been named chair- 
man of the Planning Committee of 
the Modern Kitchen Bureau. He 
succeeds Roger Bolin of the West- 
inghouse Company who held the 
position in 1938 





|BANK FINANCES DEAL- 


ERS' ROASTER SALES 


LOS ANGELES—An unusual serv- 
ice to electrical dealers has been offered 
by the Bank of America, who recently 
tied in with the Southern California 
Edison Company and their dealers in 
an electric roaster campaign. The 
utility started the campaign in July, 
which is usually a slow month, and 
was able to report a total of dealer- 
company sales for that month of 2,500 
roasters. By the end of September 
the total had reached a figure well 
over 4,000. 

The part played by the bank was 
to make available to dealers financing 
terms which enabled them to sell 
roasters with a minimum down pay- 
ment of $3.00 and a minimum carry- 
ing charge of $3.00, the balance being 
financed at $3.00 per month. Early in 
October the Bank of America reported 
that it had financed slightly over 500 
of these electric roasters. The bank 
made the credit investigation upon the 
purchasers and also took care of the 
collection of these accounts. The terms, 
therefore, were regarded as most fav- 
orable to dealers. Success of the cam- 
paign has led them to express an in- 
terest in other similar financing, in- 
volving small as well as large appli- 
ances. During October the Bank of 
America worked with the Electrical 
Development League of Southern Cali- 
fornia in their washer and ironer cam- 
paign. 





Easy Appoints Philco Branch to 
Chicago Distributorship 


CHICAGO—Rumors of a shakeup in 
the local distributing facilities of one of 
the washing machine industry leaders 
were confirmed today with the announce- 
ment by Morton Gilde, general sales 
manager of the Easy Washing Machine 
Corporation, that the Philco Radio and 
Television Corporation of Illinois had 
been appointed as Easy washer and 
ironer distributors in Greater Chicago 
and surrounding territory. 

Inquiries at the offices of the Philco 
branch disclose that announcements of 
the new setup are being mailed imme- 
diately to all Philco dealers in the area. 

As far as can be ascertained, there is 
no precedent for the distribution of pro- 
ducts of any washing machine manufac- 
turer by direct factory branches of the 
Philco Radio and Television Corporation, 
although many privately owned Philco 
distributors also distribute Easy washers 
and ironers. 





Stewart-Warner's Newest Baby 





Here's the first tiny peek at Stewart-Warner's new electric range, now 
in production at their Indianapolis plant. John F, Ditzell, sales manager, 
is shown receiving model of the new range from President J. E. Otis. 
Plans call for unveiling at convention in Chicago, Jan. 5-7 at the Edge- 
water Beach Hotel. 








Chimes Speak 
for Themselves 





An Oklahoma dealer says the way 
to sell chimes is to “let them speak 


for themselves." Right before the 
telephone stands an installation in his 
place of business, and every time a 
call is made, the young lady is asked 
to press a button and let the pros- 
pect or customer hear first of all, the 
“bing bong" of the bells. 

“What the heck is that?" asks the 
customer or prospect. 

“It's something you ought to have 
in your home—a set of electric 
chimes for Christmas," is the reply. 
The customer brings up the subject 
himself, gets a demonstration and 
learns what it is all about in the 
course of transacting his every-day 
business. 





WESTINGHOUSE AIR CON. 
DITIONING COMPANY 
FORMED IN TEXAS 


HOUSTON—Formation of Engineer- 
ing Equipment, Inc. with headquarters at 
911 Richmond street, Houston, Texas, 
has been effected by three former en- 
ployes of Westinghouse. A Texas charter 
has been taken out. The firm will spe- 
cialize in Westinghouse products in the 
fields of air conditioning and refrigera- 
tion, with exclusive lines. Members of the 
concern include: J. J. Sparkman, for three 
years with Westinghouse International 
Company, New York: A. J. Manson, 
formerly with Westinghouse Electric & 
Manufacturing Company, Mansfield, for 
four years; and R. L. Boyd, who was 
with Westinghouse in Mansfield, Ohio, 
for two years. , 

The firm will have exclusive distribu- 
tion in the Houston territory, embracing 
Harris, Galveston, and other southeastern 
Texas counties, for Westinghouse aif 
conditioning equipment and will carry 4 
line of the same company’s refrigerators. 
Other lines to balance the operation will 
be added. The firm will sell, install and 
service, and will feature special applica 
tions requiring technical engineers on the 
job. 





250 Attend Easy Washer Meeting 
at Western Mart 


SAN FRANCISCO—November 2nd, 
250 appliance dealers and their salesmen 
from the San Francisco bay area attend 
a dinner meeting held by the Easy Was!- 
ing Machine Corporation in the Aud 
torium of the Western Merchandis 
Mart, where their western divisi0 


headquarters are located. Dealers show 
enthusiastic interest as F. S. Fenton, Jt. 
divisional sales manager for the elevet 
western states, presented the new models 
for 1939 in Easy washers and ironefs. 
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New Sew 
Refrigerators | Water 


mentors New Sinks and 


Dishwashers 


New Washers 
and lroners 


IT'S STILL A BIG SECRET 


IT’LL SOON BE OUT 
DON’T SIGN UP 


‘till you see Hotpoint's new 1939 Electric Refrigerators, Ranges, Washers 
and Ironers, Water Heaters, Sinks and Dishwashers. The Hotpoint distrib- 
utor in your territory will hold merchandise Previews during January. 
Be sure to see the new models, new features and new sales plans. 


EDISON GENERAL ELECTRIC APPLIANCE CO., Inc. ¢ 5620 W. Taylor Street, Chicago, Illinois 





“THE HEADLINE FOR ’39” 


ELECTRIC RANGES + REFRIGERATORS + WASHERS AND IRONERS + WATER HEATERS + SINKS AND DISHWASHERS 
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Since settlement of the department 
store strike in San Francisco early in 
November, there has been consider- 
able advertising of electric appliances. 
Impossibility of making deliveries dur- 
ing the strike had greatly curtailed the 
sale of the larger home equipment. 


< 6 2 
Sacramento, California enjoyed a 
Modern Home Appliance Exposition 


for three days during October, with 30 
appliance dealers participating. A radio 
amateur show, a special cooking school 
and surprise gifts as door prizes were 
features of the show. A special 8- page 
section in the paper on the evening 
preceding the event told the story of 
convenience in the home through the 
use of modern appliances. 


* * * 


McMahan’s, with seven furniture 
stores in the San Joaquin valley district 
of California, has been doing some ex- 
tensive” advertising of electric appli- 
ances, some of it in two-color half- 
page ads. Among the offers made in 
Fresno newspapers was that of a box 
of granulated soap free to every 
woman attending an ironer demonstra- 
tion, or a six-month supply on pur- 
chase of a washer and ironer (com- 
bined price $69.95). On another date 
purchasers of $14.95 floor lamps were 
promised a $6 value in a chenille bed 
spread free. 


6 & @ 


“Watch for the man with the blue 
arm band” advertises the Public Serv- 
ice Company of Colorado, as part of 
their employees’ lamp selling drive. 
This company has also been promoting 
LE.S. lamps. 


* * * 


Wallace, Idaho is to have lower resi- 
dential and power rates, with the ap- 
proval of the Idaho Public Utilities 
Commission given to the schedule pro- 
posed by the Citizens’ Utility Com- 
pany. Burke and Mullan will share in 
the advantage. 


* * * 


Hennessy’s of Butte, Montana cele- 

brated National Washer and Ironer 
Week with an old washer contest, 
offering a new Easy washer for the 
oldest electric washer found in the 
Butte area. 


* * * 


Seventy four prizes, 
electric appliances, 


most of them 
make the contest 





Thumb Cleaner 


Tom 





Something that would tickle many 
a little girl was a Christmas present 
to Betty Jane Zirke, daughter of 
A. H. Zirke, President of P. A. Geier 
Company. Made up especially for 
Betty Jane was a perfect miniature 
model of the cleaner her papa manu- 
factures. To top it off, her name 
was on the bag—an idea that might 
work with real ones 


Demonstrator 


eet any 
RANGES ARTHUR R BURe 


ELECTRIC HOME ape 


PUANCES 


When this little Fiat truck with a 
miniature Maytag aboard, goes 
through the streets of Long Beach, 
it attracts plenty of attention for 
Arthur Burbee and his Maytag Shop. 
In fact, Mr. Burbee, seen above, 
claims that the combination has 
stopped more than enough people 
to pay for the truck—which is one 
way of letting people know you're in 
the washer business 


—and Coffee-Grinder 





All the big grocery stores have coffee 
grinders where they prepare your 
coffee from the bean to take out. 
Now Hobart, makers of Kitchenaid 


mixers, have introduced this home 

coffee-grinder which will do the job 

right in your home and guarantee 

that every bit that goes into the 

percolator or coffee-maker is fresh 

from that minute. It retails for $9.95 
and should be a comer 


— 





Western 


NEWS FLASHES 


sponsored by Pride of the Rockies 
Flour, as advertised in Albuquerque, 
N. M. papers, take on a distinctly 
electrical flavor. 


* ba * 


The Chas. E. Wells Music Co. of 
Denver, Colo., offers a 72.50 ten-point 
check-up on radio sets, consisting of: 
1. A check on overall set performance 
for sensitivity, selectivity and fidelity. 
2. Test and label all tubes. 3. Check 
speaker and cabinet for rattles. 4. In- 
spect and test all power connections. 





They Put on Lamp Demonstrations 





Here's the group of Westinghouse lighting engineers responsible for the 
lighting lectures and demonstrations which have been travelling the 


country in the past few weeks. 
Frank Brady, Atlanta; 


Left to right: A. E. Snyder, sales manager; 
W. N. Oldrich, Chicago; T. B. Armstrong, Pitts- 
burgh; R. G. Slauer, New York; L. W. Noble, St. Louis. 


Gene Smith of 


San Francisco got his instructions at his headquarters 
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5. Check aerial, ground and lightning 
arrester connections. 6. Align antenna, 
detector and oscillator circuits when 
accessible (all-wave set additional). 
7. Adjust dial to normal kilocycle 
reading. 8. Check causes of extraneous 
noises. 9. Clean interior of cabinet. 
10. Make free estimate of any addi- 
tional repairs needed. A coupon is 
printed with advertising which is good 
for $1 on this service. 


* * * 


A roaster or a mixer or a mantle 
radio were offered in a combination 
purchase with a $218.50 refrigerator, 
both for $187.50, by the May Co. of 
Denver, Colo. in recent advertising. 


* * *” 


Feature of the American Legion con- 
vention in Los Angeles was an 85- 
gallon electric water heater which was 
installed in a public park to furnish hot 
water to wash the cups in which the 
Salvation Army served coffee with 
doughnuts to the former doughboys. 


* * * 


The electrical dealers of Los Angeles 
are sponsoring a_three-times-weekly 
radio program, with Ben Sweetland as 
the star performer. Mr. Sweetland’s 
counsel in regard to problems of the 
home, personal and otherwise, has met 
with such response that fan mail from 
the single offer of an inexpensive 
household gadget amounted to 3,700 
letters. 


*x* * * 


A Residential Lighting Forum spon- 
sored by the Western Institute of 
Light and Vision has been dispensing 
instruction to members of the electrical 
industry of Los Angeles on Friday 
evenings throughout October and No- 
vember. 

* * x 


Two demonstrators. from the Los 
Angeles Soap Company assisted the 





Electrical Development League of 
Southern California in instructing deal- 
ers on washing problems in prepara- 
tion for National Washer and Ironer 
Week. Comparative figures on home 
vs. commercial washing costs which 
had been prepared by Electrical Mer- 
chandising proved useful ammunition 
in this campaign. 


x * * 


Six small appliances were offered as 
pre-holiday specials by the Southern 
California Edison Company and deal- 
ers in its territory, the special features 
involving a down payment of about 
10 per cent, with terms in some cases 
up to one year. 


* * * 


“A free towel to women who do their 
own laundry” was promised by the 
Hopper- Kelly store of Seattle, Wash. 
if they would come in to the store and 
iron it on a Thor ironer. 


*x* * * 


Shriners of Butte, Montana recently 
promoted the sale of Monarch electric 
ranges by offering a “$10 trade-in 
allowance for your old range.” 


* * * 


Hamilton, Montana, had its electrical 
demonstration at the three-day Ravalli 
County Fair, during which electric 
ranges, ironers, refrigerators and light- 
ing were given a thorough presenta- 


tion. 
‘. & @ 


October 23 to 30 was celebrated as 
Better Homes Week in Salt Lake City, 
with a show which featured all types 
of home improvement, including spe- 
cial emphasis on better lighting. 


ok * * 
Montgomery Ward of Spokane, 


Wash., recently held an electric cook- 
ing school in its store basement, Miss 


Ramirez, home service director for the 
Washington Water Power Company 
presiding. 


* * * 


In fact, Spokane went in for cooking 
schools this fall. A four-day event 
under the sponsorship of the Spokes- 
man Review, with Jessie Marie DeBoth 
demonstrating, packed the Fox Theater 
from the start. Sears-Roebuck elec- 
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ceari ATE AS TO 


“thy, Ae 


E.s 
SPECIFICATIONS 





HE certification tag on flector bowl . . . the right 

I. E. S&S. specification combination from. several 
lamps is not only a mark different styles and types for 
of identification ... it is the best “seeing” results. 


the mark of a laboratory 
service that protects you and 


your customers. 3. Assures you of lamps 


that your customers know 


This service by Electrical are dependable mechanically, 


Testing Laboratories: electrically and from the 
1 standpoint of better light 
* Assures you of lamps for better sight. 

that conform by test to the 

54 standards set up by the That is why it pays to 


Illuminating Engineering 
Society. 


2. Assures you of the 
proper base, shade and re- 


have “tagged” I. E. S. speci- 
fication lamps and “tagged” 
shades and reflectors for 
replacement. 


It isn’t a certified I. E. S. specification lamp, unless 
it bears the tag on lamp base, reflector bowl and shade. 


Electrical Testing Laboratories 


East End Ave. at 79th Street 
New York, N. Y. 











LACKSTONF 


WILL HAVE THE 


sla 


to 


GREATER 
PROFITS 


fit Chicago: 


AMERICAN FURNITURE MART . . . SPACE 509-A 
HOTEL STEVENS ... BOOTHS 13,14 & 15 
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trical equipment was used. A feature 
of the show which kept the audience 
interested was Miss DeBoth’s method 
of calling for volunteers from the 
audience to do special tasks on the 
stage, which kept things moving like 
a three-ring circus. It was estimated 
that between 3,500 to 4,000 women at- 
tended the final session, with from 
1,000 to 2,000 more turned away. An- 
other series of cooking demonstrations 
held in the home economics auditorium 
of the Review has been bringing hus- 
bands into the picture by running a 
recipe contest for men only. Occasional 
sessions held after supper in the eve- 
ning are intended for husbands and 
wives both. The Washington Water 
Power Company has also furnished 
regular cooking instruction through 
classes held every Thursday during 
October in its own auditorium. Meters 
attached to the range gave actual cost 
of operation computed at the end of 
each session. 


* * * 


Appropriately, the special gift set 
offered by Ben Cohn & Bro. of Spo- 
kane, ash., as a premium with pur- 
chase of a Kelvinator washer, con- 
sisted of washable pieces, including a 
blanket, lunch set, kitchen towels and 
guest towels. 


e* * « 


“Demonstration Every Hour,” ad- 
vertised The Crescent of Spokane dur- 
ing a two-week featuring of the Bendix 
Home Laundry. 


* * * 


Two-color ads on I.E.S. lamps were 
run throughout October by the Wash- 
ington Water Power Company in Spo- 
kane papers. 


* * * 


November special for Seattle’s City 
Light department is a Frigidaire de 
luxe model range sold, installed com- 
plete, for $147.35. The department is 
running a series of cooking classes in 
its auditorium on Friday afternoon, 
Miss Merle Bryan in charge. 


* * * 


Homemakers’ Week at Meier & 
Frank’s of Portland, Oregon meant a 
Westinghouse cooking school held in 
the store’s spacious auditorium, plus a 
number of electrical specials in the 
eighth floor department. 


Along with its advertising of LBs 
lamps, the Northwestern Electric y 
Portland, Ore. has also featured ragj, 
during October. An exhibit of all leag. 
ing makes of radio on sale in Portlang 
was kept on display in the power com. 
pany’s showrooms throughout Octobe, 
and November and up to Decembe 
15. Anyone interested in purchase wa; 
referred to the dealer handling thy 
make. Announcements of this even; 
known as the “Radio Parade,” wer 
sent to all customers with residentig 
service bills. 


* * * 


Sears-Roebuck of Portland, Oregon 
has increased the lamp display in jt 
Better Light- Better Sight departmen 
emphasizing adequate lighting intensity 
in all lamps sold. ‘ 


* * * 


A set of lockers which fits into the 
ordinary domestic refrigerator has beey 
patented by O. A. Petri of the North. 
ern Sound & Radio Company of Port. 
land, Oregon. Refrigerators fitted with 
these lockers are intended for use jn 
small apartments, cabins and camp; 
where guests may rent the use of one 
locker for a special fee. 


* * * 


Engfer & Engfer of Portland, Or. 
gon did some recent advertising oj 
their store by means of a drawing heli 
in a local theater in their district. Nine 
thousand tickets were given out, with 
a G.E. radio as prize for the lucky 


winner. 
x * * 


Radio Doctors Home Appliance 
Company of Portland, Oregon has ; 
new home at 1027 S.W. Broadway and 
an increased stock of major appliances 


* * * 


The Pacific Power and Light Con- 
pany Radio Road Shows, which 
showed this year to eighteen towns in 
Oregon and Washington between 
October 3 and November 1, contained 
many novelty exhibits which illu. 
trated the development of radio. Fol- 
lowing a variety of musical numbers, 
which were designed to demonstrate 
to visitors unfamiliar with broadcast 
ing studios the routine of such a pro- 
gram, Ellis Van Atta, radio interfer- 
ence engineer, demonstrated simple 
ways to get improved reception in the 
home. Local dealers in each case con- 
tributed the exhibits of radio models. 






































DECEMBER, 1938—ELECTRICAL MERCHANDISING 


“Mother, What's a Match?" 








HIS 


Fluore 
appro: 
petin 

chand« 
“Fleur 
and mi; 
lightin 
ing an 
Specifi 
were 
GENER 
WESTI 
& M. 


Also t! 
othe 


fizgg HISTORY MAKING NEWS ABOUT REVOLUTIONARY NEW FLUORESCENT LIGHTING 


Announcing 






5 event, 
” 

» _ Were 

sidential 











Oregon 
'Y in its 
artment, 
intensity 











FLFU ROLLER 


MANUFACTURERS 


MAKERS OF STREAMLIGHTING EQUAPMENN 


FLEU R-O-LI ER is the name of a new product and the mark of a new service. 









ut, with 
st A Fleur-o-lier is a Lighting Fixture, in which a Fluorescent MAZDA lamp is employed as the light source, and in 
which all operating apparatus, component parts and materials, used in manufacture, fabrication and assembly, are 
ge first specified, then checked either by blueprint, drawing or samples, and when approved, are certified by Elec- 
way a trical Testing Laboratories to comply with specifications set up for fixtures using Fluorescent MAZDA Lamps. 
»pliances 
’ . . ber manufacturers, so that they will always be in possession of the 
ht Com A Problem Solved in the American Way andere om ay 


— in® Fluorescent Streamlighting presented a new problem. It has been 
Rhee approached in the American Way ... by mutual cooperation of com- 
ch illus. peting manufacturers. The revolutionary new light sources had no 
dio. Fol: chandeliers... no fixtures. Existing equipment would not do. So the 
numbers, § “Fleur-o-lier Manufacturers” was organized to establish specifications 
poe a ng the — standards of vest ae for wre Typ 
+ oo ting fixtures and operating equipment for this new kind of light- , - : 
inten ing “a thus render he wn sudiiaanny service from the m0 In the cooperative advertising of the Fleur-o-lier Manufacturers, and 
1 simpk in the advertising of the Fluorescent MAZDA Lamp advertisers, he 


on in the Specifications designed to secure immediate satisfactory performance, has the benefits of a nation-wide campaign to build rapid consumer 
case col: were set up in cooperation with the following manufacturers: acceptance, and open up the vast new market for this new kind of 


Cooperation for Better Service and Bigger Markets 


In Electrical Testing Laboratories, each Fleur-o-lier Manufacturer has 
the inspection service of a testing organization, recognized as the 
oldest and finest in the field of lighting, to help him maintain the 
quality of his product. 
















































> -models GENERAL ELECTRIC CO Makers of lighting. A list of Fleur-o-lier Manufacturers 
WESTINGHOUSE ELECTRIC ' Fluorescent will . sont bs wer I y to all Se 
& MANUFACTURING CO. ) Mazda Lamps Interest in use of Fluorescent Mazoa Lamps miata leant i 
a wai is growing by leaps and bounds as people begin to It is obvious that this plan of specification 
Ragtime - a sockets, and explore their astonishing possibilities from the inspection, test and ph cher by, serves he 
l ee . — = — == best interest of all concerned. It insures 
uses mere seg satisfactory performance to the user and 
| Consumer Confidence pong rch tp y consumer acceptance for dealer, 
| Assured from the Start aii mies one ele steer istributor and manufacturer. 
tunities for unheard of ° . 
‘Seal of Certification” of Electrical Testing sales volume. = who are presen y ey pig rege eel 
laboratories will be affixed to each Fleur- ae 7 li se ; FLEUR. O.LIER 
| olier and auxiliary. The Manufacturer guarantees by affixing ) pera oncxctrhithen sw Saadha ” = 
) peeMazDa Lamp Manufacturers guarantee the per- = er — ce teagan sv — oy : 
ance of Fluorescent MAZDA Lamps only when y 1S a replica of the samples subjected to 
\> wed with an auxiliary equipment hondan this | label.” periodic tests and inspections by agin ae on congo <+ a 
| {Quoted from Seal of Certification} ELECTRICAL TESTING LABORATORIES a ig 
men eee. &. ¥ If you are not already Dn etal with this 
Jumped ahead three years group, write for full details. 
: "Seals of Certification” FLEUR-O-LIER MANUFACTURERS 
by this program 2115 Keith Building ° Cleveland, Ohio 
Through this definite, cooperative program, 
Hleur-o-lier Manufacturers are now essentially three years ahead in abil- COUPON 


ity to give immediate and satisfactory service with this new product. FLEUR-O-LIER MANUFACTURERS, 2115 Keith Building, Cleveland, Ohio 


Gentlemen: Please send me further information covering the subject 
checked: () Streamlighting and Streamlighting Equipment. () Mem- 
bership in Fleur-O-Lier Manufacturers. 


All vital knowledge gained through research and out of the pooled 
perience of the associated groups is made available to each member 
Manufacturer, so that he has the information he needs at the start. 

















ye 4s new improvements, additions, and refinements in tubes, and new Name__ a a - 
ements, improvements or changes in dimensions of auxiliaries 
te brought forward, frequent bulletin service will notify mem- Addoese $$$ ____— 
| City es oa. { ee eee 
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LATEST 1939 


RADIOS 









(Below) The“SIXER DELUXE” 
6 tube superheterodyne, includ- 


ing short wave reception. 5 inch 


| 








speaker, 5 push button and 


knob __ tuning. $ 95° 
Sliced walnut 
cabinet. 



























— i i sf 


i 


(Above) The “SIX ER” an achievement 
in design and performance—6 tubes, 
superheterodyne including short wave 
reception, 5 push buttons, the Crosley 
simple mechanical Prestotune, and 
knob tuning. Slide rule dial—exquisite 


brown plastic case. * 
In ivory or red Gi 
finish at slight ad- 


ditional cost. 


s 
2 ._ —_ 


- 
CONSOLE 


efficiency reaches new heights in 1939 cabinet de- 
sign. PUSH BUTTON RADIO-PHONOGRAPH 
COMBINATION—Six tube superheterodyne re- 
ceiver, tuned with push buttons and knob—Beam 
power output for extra 
power and sensitivity. Self- 
starting phonograph motor. 
Lovely stump walnut cabi- 
net completes combination 


as matchless value. Satis- 






THE 
CROSLEY 
CORPORATION 


POWEL CROSLEY, Jr., Pres. 
CINCINNATI, OHIO 


factory volume and tonal 


quality for all music lovers. 


$hgs 






"Prices West and South 
Slightly Higher. 
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BEST 


SELLERS 


EVERYWHERE 


(At top) The Super Sextette, beauty 
prize winner for looks. 6 tubes (includ- 
ing ballast) with beam power output. 
Superheterodyne AC-DC with 6 tuned 
circuits. Brown and black mottled 
plastic cabinet—4 push buttons and 
knob tuning. In * 
ivory or red finish $ ye 
at slight additional 

cost. 






PERFECTION 


(Left) In 8 tube, 3 band superheterodyne—8 push 


button tune selected stations plus * 
knob tuning. Edge lighted radio $ 95 
log dial. Massive cabinet of wal- 

nut. 10 inch speaker. 


(Left) 11 tube 3 band su- 
perheterodyne completely 
automatic electric push 
button tuning permits se- 
lection of 8 stations. Radio- 
log dial designates 103 
station call letters including 
foreign stations. 12 inch 
speaker. Adaptable to 
remote control. 


$9g5" 
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IRONRITE lroner 


Detroit, Mich. 


The Ironrite Ironer Co., 
Model: Console model. 


Selling Features: Cabinet of mahogany 
with walnut trim; an attractive piece 
of furniture for use in any room be- 
yond kitchen door; may be used as 
table or server when closed; embodies 
all Ironrite’s exclusive patented fea- 
tures—2 fully unobstructed open ends; 
forming board is convenient support 
to guide and arrange garments at 
natural height of operator’s arms; 
knee pressing control leaves both 
hands free to guide garments; heavy 
cast iron shoe holds heat evenly ; 
thermostatic control gives 3 operating 
temperatures; pressure constantly 
maintained—no springs to adjust; 
safety pilot; 
silient knitted 
Merchandising, December, 


roll covered with re- 
padding.—Electrical 
1938. 





v 


CROSLEY Refrigerators 
The Crosley Corp., Cincinnati, O. 
Models: 3 new deluxe Shelvadors. 


Selling Features: Capacities 44, 54 and 
6} cu. ft; porcelain food compartment 
has acid- -resisting stainless bottom; 
Electro-saver hermetically sealed 
mechanism; newly styled evaporator 
with radio-type temperature control 
of blue tennite provides 18 different 
temperature adjustments; 2-position 
sliding shelf; ovenproof pottery set 
consisting of 3 colored bowls and lids 
and a modernistic pitcher; clear glass 
jars with lids for storing leftovers in 
shelves-in-door; Quick release cube 
tray ; fast-freeze compartment in 
evaporator; two large sized models 
have self-sealing double vegetable 
crispers; non-refrigerated storage bin 
in lower part of cabinet on all models 


—radio may be installed instead of 
storage bin; white dulux finish— 
Electrical Merchandising, December, 
1938. 
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G-E Range 


General Electric Co., Specialty Appli- 
ance Div., Nela Park, Cleveland, O. 


Model: “Aurora” apartment size range. 
Selling Features: Only 10% in. wide; 
equipped with extra large automatic 
oven with fast 3000 watt open coil 
heating unit and direct-acting oven 
thermostat ; adjustable, sliding shelves 
—one reversible; lock-stop prevents 
tipping; porcelain enameled broiler 
pan; 3 Calrod high-speed, ribbon type 
surfaced units with flattened surface 
deliver 2100, 1200 and 1300 watts; 
1300 watt select-a-heat unit has 5 
different heats. Front switch panel 
with oven pilot light to show when 
oven has reached desired tempera- 
ture; appliance receptacle; porcelain 
enameled drip tray; “U” shaped oven 
door handle. Optional equipment in- 
cludes an automatic all-electric self- 
starting oven timer, 7 qt. on-the-top 
cooker and a griddle-broiler; Unitop 
of Monel metal is also available at 
extra cost.—Electrical Merchandising, 
December, 1938. 





KATOLIGHT PLANT 


Kato Engineering Co., Mankato, Minn. 


Device: 2 cylinder, air cooled 2000 watt 
a.c. lighting plant. 

Selling Features: Generates standard 
110 volt, 60 cycle, a.c.; self excited; 
can be furnished with remote control 
or full automatic control, or may be 
started manually ; 28 in. long, 18 in. 
wide, 23 in. high; weighs 327 Ibs.; 
sensitive governor gives close voltage 


regulation; high tension magneto, 
completely shielded with shielded 
spark plugs and wires; generator 


completely filtered; d.c. winding de- 
signed especially to keep commutator 
ripple to unusually low point; engine 
furnished with 24 gal. gravity tank 
or fuel pump.—Electrical Merchan- 
dising, December, 1938. 


1938 


HORTON Washer 
Horton Mfg. Co., 


Model: 60 BW. 

Selling Features: De Luxe size 23 in. 
tub and 14 in. agitator; safety bar re- 
lease wringer has automatic flopper 
board and adjustable pressure screw; 
white finish—Electrical Merchandis- 
ing, December, 1938. 


Fort Wayne, Ind. 





WESTINGHOUSE Roaster 


Westinghouse Electric & Mfg Co., 
Mansfield, O. 

Device: Automatic Automeal roaster. 

Selling Features: Featured as gift sug- 
gestion for holiday season; wrapped 
in cellophane tied with red ribbon; 
broiler grid attachment available; in- 
set dishes, trivet part of standard 
equipment; white finish—Electrical 
Merchandising, December, 1938. 





EASY Washer 


Easy Washing Machine Corp., 
Syracuse, N. Y 

Model: 189. 

Selling Features: Equipped with Easy 
Spiralator washing action; wringer 
features bar type safety release, Su- 
per-Safety roll stop mechanism, au- 
tomatic reset lever, cam type pressure 
adjustment; white porcelain tub; 
base, legs, etc., white baked enamel. 

Price: “In the $100. price class.”— 
Electrical Merchandising, December, 
1938. 








IN-SINK-ERATOR 


In-Sink-Erator Co., 1326 Clark St., 
Racine, Wis. 

Device: Garbage disposer. 

Selling Features: Every type of kitchen 
waste with exception of crockery and 
metal can be disposed of; consists of 
tubular chamber attached directly to 
sink which acts as receptacle into 
which garbage is placed; does not 
permit operator to contact moving 
parts; in lower end electrically op- 
erated cutter head reduces garbage 
to fine particles which are forced by 
impellor into sewer through drain; 
+ hp. motor equipped with special 
thermo safety switch; 2 qts. capacity. 
—Electrical Merchandising, Decem- 
ber, 1938. 


v 





CAFEX Filter Rod 


The Hartford Products Co., 
Hartford, Conn. 
Device: High-speed Cafex perforated 


filter rod for use with glass coffee 
makers. 

Selling Features: Perforations through 
bell shaped drainer allow water to 
pass into upper bowl without danger 
of unseating rod; small, flat cloth 
strainers slip over lower portion of 
rod. 

Price: 50¢; 100 cloth strainers, 25¢. 
Electrical Merchandising, December, 
1938. 








STERLING Razor 
Sterling Shaver Corp., 1250 W. 


Van 
Buren St., 


Selling Features: Teeth in comb and 
shearing parts of head are ground in; 
cuts long or short hairs; self- sharpen- 
ing; self-starting power unit double 
speed with no rotating parts, no bear- 
ings, no oiling, no radio interference ; 
streamlined unbreakable case. 

Price: $1.00.—Electrical Merchandising, 
December, 1938. 


Chicago, Til. 
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o7/ 
PERSONALITE 

Brown Electric Co., Rochester, N. Y. 

Device: Clamp type bed lamp. 

Selling Features: Clamps to head of bed 
or similar support up to 1% in. thick; 
light is projected in glareless, concen- 
trated beam directly on book or work; 
streamlined; complete with bulb, con- 
densing lens; available in 3 finishes: 
gray, cream, and for the nursery, 
cream with bedtime story decora- 
tions; a model for shop use is avail- 
able with large rubber covered spring 
clamp; ball and socket swivel joint 
permits tilting in any direction; pin- 


up types also available —Electrical 
Merchandising, December, 1938. 


v 








G-E Gas-Fired Conditioners 


General Electric Co., Air Conditioning 
Dept., Bloomfield, N. J 

Models: Vertical, or highboy; and hori- 
zontal or lowboy gas-fired warm air 
conditioners. 

Selling Features:- New design and small 
floor space of vertical type increases 
its use such as new homes with no 
basements, to provide individual con- 
trol to each apartment in a building, 
and for small stores and offices. 
Horizontal unit has been styled to 
harmonize with any game room or 
basement. Both models automatically 
heat, clean, circulate, humidify. air 
in single unit; 2 basic air flows avail- 
able ; variable-pitch motor pulleys, 
movable motors, adjustable pulleys 
give flexible range of air flows and 
capacities; summer cooling may be 
added later; G. E. controls include 
fan and limit switch and room ther- 
mostat; air intake may be through 
bottom, front, one or both sides, air 
discharge through top; air flows 
range from 675 to 2700 c.f.m. easy- 
to-remove, viscous-coated glass wool 
filters; burners, controls, fan, fan 
motor easy to reach. 

Vertical type available with capaci- 
ties of 60,000, 78,400, 96,000 and 112,- 
800 btu; horizontal type capacities 
180,000 and 216,000 btus. Both types 
enclosed in 2-tone gray steel cabinets. 
—Electrical Merchandising, Decem- 
ber, 1938. 


es 
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KISCO Deflecto Registaire 


Kisco Company, Inc., 4414 W. Papin 
St., St. Louis, Mo. 


Device: Hot air register circulator. 

Selling Features: Draws heated air 
through furnace pipe by its power- 
ful suction action and circulates it 
throughout room; easily attac’ ed 
to any register; plug~ into 
outlet; induction " 
terfering motor. 

Price: $9.75. Electrical Mi; .nundis- 
ing, December, 1938. 


v 
NORTH AMERICAN Heating Pad 


North American Electric Appliance Co., 
Inc., 42 Pearl St., Buffalo, N. Y. 


Device: “Safety” heating pad. 


Selling Features: May be used with wet 
application or pinned to parts to be 
applied; temperature is controlled by 
switch with high, low and medium 
setting; high produces a temperature 
of approximately 200 degs. F, low, 
102 degs. F.; thermal fuse in element 
breaks circuit in case of damage, 
eliminating danger of fire, the manu- 
facturer claims; zipper cloth cover; 
rubber bag is self-adjustable to body 
contour; uses 45 watts on high heat, 
28 watts on medium and 17 on low; 
no radio interference.—Electrical Mer- 
chandising, December, 1938. 





G-E Roaster 


General Electric Co 
Mdse Dept., Bridgeport, Conn. 
Device: New roaster with broiler-grid- 

dle attachment. 

Selling Features: Holds 18.2 quarts or a 
19 lb. turkey; complete with lifting 
rack, baking ‘rack, 3 covered vegetable 
pans and roasting pan in aluminum 
or vitreous enamel; automatic ther- 
mostat accurately ‘controls cooking 
temperatures from 150 to 550 degs; 
on and off switch with signal light; 
newly designed hinge allows roaster 
cover to be raised without completely 
removing; sliding cover vent con- 
trols proper browning. New broiler- 


, Appliance and 


Selling Features: 


griddle attachment consists of heating 
unit, reflector with adjustable hinge, 
smokeless inset tray and drip pan; 
can be used for broiling or for cook- 
ing pancakes, etc; cream baked 
enamel finish. Steel stand in similar 
finish 27 in. high also available.— 
Electrical Merchandising, December, 
1938 








STEELCRAFT Toaster 


Steel Craft Mfg. Co., 
Kansas City, Mo. 


Device:  Steelcraft Visible Tasty- 


Toaster. 

Selling Features: Toast automatic- 
ally turns when door is lowered; 
available in—red, black, yellow, 
orange, blue and green Dur-Cote 
finish. 

Price: $1.00.—Electrical Merchandis- 
ing, December, 1938. 





FLUID HEAT Air Conditioner 


Fluid Heat Div. Anchor Post Fence Co., 


Baltimore, Md. 


Device: New furnace with winter air 


conditioning. 

Special Fluid Heat 
combustion chamber has its rear 
member extended so flame cannot 
impinge on metal surface; exchanger 
of heavy steel plates with 2 unique 
upper chambers provides large sec- 
ondary heating surface; designed for 
best efficiency with all parts easily 
accessible; standard Fluid Heat pres- 
sure burner; crinkle finish in neutral 
tan with green trim; made in 3 sizes 
with ratings of 100,000, 170,000 and 
215,000 btu/hr.—Electrical Merchan- 
dising, December, 1938. 


v 
IRON FIREMAN Stoker 


The Iron Fireman Mfg. Co., Portland, 
Oregon 


Model: “Coal Flow” series. 
Selling Features: 


Gear case and fan 
unit mounted next wall of coal bin, 


DECEMBER, 





leaving maximum amount of clear- 
ance in front of furnace or boiler; 
feed worm extends into coal bin: 
power transmitted to worm by means 
of sprocket and chain drive, which is 
completely sealed in a grease-packed 
housing; feed worm, with metering 
section of smaller diameter of cold 
rolled alloy steel wrapped around and 
welded to steel core; Volumeter of 
refined design adjusts rate of air 
feed; 2 low-torque agitators ; Teeple 
controls ; sizes available in capacities 
from 30 to 150 lbs. of coal per hr— 
Electrical Merchandising, December, 
1938. 


v 





NAXON Boston Beanery 


Naxon Utilities Corp., 
2101 W. Walnut St., Chicago, Ill. 


Device: Electrified crock for baking 
beans by the “slo-baked” process. 
Selling Features: Built-in insulated 
crock 50 watt unit; Ivory enamel 
finish with black and red trim; Bake- 

- lite feet; 8 in. high, 74 in. diam. 


Price: $1.98.—Electrical Merchandising, 


December, 1938. 





G-E Hotplates 


General Electric Co., Appliance and 
Mdse Dept., Bridgeport, Conn. 


Redesigned hotplates cot 
structed along modern lines. 


Device: 


Selling Features: Portable, compactly 
built; open coil type; single-burner 
hot plates available in ‘single- -heat an 
3-heat models, also with pressed steel 
bases and flat cast iron tops, finish 
in chromeplate; twin hotplates are 
available in black japan finish or ™ 
cream vitreous enamel finish; tw? 
3-heat interconnecting switches allow 
a total of 1100 watts on either unit; 
18x9 in. and stand 5 in. hig—Elec- 
trical Merchandising, December, 1938 
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REMINGTON RAND has stepped into 
the lead again! As this goes to press, no 
other company is backing up its dealers 
with newspaper p/us national magazine plus 


RADIO advertising. 


We have just signed contracts with 
radio stations from coast to coast for spe- 
cial advertising on Remington and Rand 
Close-Shavers between now and Christmas. 
So, in addition to driving customers into 
your store with magazine and newspaper 
advertising, we'll also be drumming the 
suggestion into their ears. 


Are you all set for the big Christmas 
rush? If you think there’s the slightest 
chance you'll need more shavers to tide you 
through, order from your distributor this 
very minute. We simply cannot guarantee 
delivery on orders that aren’t received 
immediately. 


General Shaver Division of Remington Rand Inc. 
Bridgeport, Connecticut . . . 
Remington Rand Ltd., Toronto, Canada 
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The 1939 
REMINGTON 


CLOSE-SHAVER 


$1575 


The 1939 
RAND 


CLOSE-SHAVER 


$950 


REMINGTON RAND THE ONLY Electric Shaver 
MANUFACTURER TO SUPPORT YOU WITH ALL THREE! 


110-120 VOLTS 
AC or DC 


110-120 VOLTS 


AC ONLY 
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ARMCO TRIANGLE 


BEHIND TURNOVER 


PUT THE 












Ix MECHANICAL and convenience values there may 
be but little difference between the ranges and 
refrigerators you sell and those of your competitor 
across the street. 

However, when you handle porcelain enameled 
appliances made of Armco Ingot Iron you have a 
definite selling advantage. 

For twenty-four years Armco has been telling 
the public about the advantages of a porcelain 
enamel finish, and explaining that the beauty-life 


of porcelain enamel de- 
\ t 
Ni 






pends in large measure on 
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ARMCO INGOT IRON 


the base-metal to which the enamel is fused. That 
specially processed Armco Ingot Iron is the finest 
metal ever developed for this pufpose. That the 
one sure way to be sure of this enduring beauty is 
to look for the Armco label when buying porcelain 
enameled products. 

Everything else being equal, it is good business 
to have this buying guide working for you—to 
request your manufacturers to attach the well- 
known Armco trademark to your ranges, refrigera- 
tors and washing machines. The American Rolling 
Mill Company, 2871 Curtis St., Middletown, Ohio. 


A NAME KNOWN 
TO MILLIONS 


DECEMBER, 
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The Product 






G-E Clocks 


General Electric Co., Appliance and 
Mdse Dept., Bridgeport, Conn. 


Models: 4 new clocks Gladiator, Brevet, 


Overseer and Vedette Special. 


Selling Features: Gladiator, alarm clock 


with masculine styling—leather-fin- 
ished case in mahogany tone; 2-tone 
ivory and gold dial with black Arabic 
numerals, gold bezel and gold sweep- 
second hand; 54 in. high. 

Brevet, occasional type clock with 
front, top and back leather-covered; 
oblong dial has roman numerals and 
gold sweep-second hand. 6% in. high, 

Overseer, occasional clock with 
large dial finished in brown and 
ivory; circular brushed brass base; 
6% in. high. 

Vedette Special, new 12 hr. alarm; 
5 in. high; black molded plastic with 
chrome side band or ivory and gold. 

All new clocks have self-starting, 
sealed-in-oil synchronous motor.— 
Electrical Merchandising, December, 
1938. 





SUPERSTAR Mastergrill 


Stern-Brown, Inc., 42 Orchard St., 
Long Island City, N. Y. 


Device: Superstar Du-all Mastergrill. 


Selling Features: Broils, bakes, boils, 
toasts, frys; 2 heats cord set—high 
for quick broiling, low for slow 
baking and keeping food warm; 
chrome plated heating bowl 114-in. 
diam.; wire grill and “glasbake” 
tray insert; Tray can also be used 
as serving tray for other purposes; 
a.c. or d.c. 110-120 volts. 

Price: $7.95.—Electrical Merchandis- 
ing, December, 1938. 
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NORTH AMERICAN Heater 





and North American Electric Appliance Co., 

. Inc., 42 Pearl St., Buffalo, N. Y. 

Fever, Device: Portable “Safety heater” A-1 (or almost, anyway) 
Deluxe, B-1 Standard and C-1 Stand- 

clock ard. 

-r-fin- Selling Features: No-Glo-element; au- 

--tone tomatic shut-off, consisting of auto- 

\rabic matic mercury switch turns off heater 

weep- should heater be overturned; air cir- 


it culation is accomplished a an 
we intake at base that draws cold air oe . 7 
ered ; from room, circulates it over element Sir HOST is bragging about his 


s and and propels it into room from louvres 


high, at top of heater; A-1 and B-1 900 : ° 

with cette, 190 volta, ac. or dc.; Cl 8 new, high speed ice maker. Mr. 

; and watts, 110 volts, a.c. or d.c.; — 

vase; for drying clothes; modern cabinet : " P : ‘ 
design available in choice of four Wise Guest is letting him have his 

— colors. — Electrical Merchandising, 

: wit December, 1938. : : 

gold | fun and nobly refrains from saying, 

irting, 

itor.— v ° 

mber, “Sure! Our box has Aluminum ice 

" cube trays and grids, too.”’ That’s 


a familiar story to every owner of 





a refrigerator so equipped (and 





| most of them are). 
G-E Comforter | 


General Electric Co., Appliance and 9. $ minum to 
Mdse Dept., Bridgeport, Conn. It’s just natural for Alu 





‘ Device:G-E de luxe automatic comfor- , 
x ter. carry off heat in a hurry. And the 
: Selling Features: Designed by Carlin 
Comforts Shop of Saks—Fifth Ave., | P 
as an addition to regular automatic faster that heat isremoved, the sooner 
blanket line; stitched and quilted in 
tiger lily design, bound on all four 








sides with silk cord; available in 3 the water freezes. Nothing myster- 
colors—ashes of roses, tokay and 
St green; comforter measures 70x80 in.; ; : . ° 
. ac. only on 115 volts, 50-60 cycles. | jous, but it certainly gets action. 
Price: $69.95 complete with ivory and | 
grill. gold control cabinet housing special . P ° 
boils, transformer and thermostat control.— | You'll find that it pays, in sell- Trays and ice cube grids of Aluminum 
-high Electrical Merchandising, December, 
slow 1938. . . are now used by most manufacturers. 
arm ; » ing, to tell the story of fast freezing 
[4-in. 
yake” ; fri . d ith 
= DIAMOND H Thermostat | in reirigerators equipped wl 
Hart Mfg. Co., Hartford, Conn. P ‘ ° 
ndis: Device: Hydraulic thermostat for con- Aluminum 1ce cube trays and grids. 
trolling liquid temperatures. 


Selling Features: Especially designed It will help you add the voices of 
for use in electric water heaters; 


regulates temperature of liquids be- 


tween 100 and 200 degs. F.; adapter i rus of 

tube 3 in. long furnished with stand- your prospects to this chorus 

ard ? in. pipe thread for insertion 

in tank—thermostat snapping in ee ‘ 
oce ter auane of 2 base elie: boastful owners. Sell “‘fast freezing 


TR woke setting is made on face COA 
ot thermostat; snap action type; 20 . »? AT " AU 

amp. 250 volts, 35 amp. 125 volts, because of Aluminum. remade 

“ only; furnished with 2 standard 
ifferentials as desired—plus or 
minus 73 or 15 degs. F to meet COMPANY OF AMERICA, 2160 Gulf 
electric water heater control re- 
quirements.—Electrical Merchandis- oa ze . ° 
ing, December, 1938. Building, Pittsburgh, Pennsylvania. 
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BAFFLED 


BY A BELT 


when you didn’t know the 
make or number of that 
belt you needed quick? 


Ww 
Stop using risky makeshifts! 


Gilmer makes the 
belts that fit 4450 
models of refrig- 
erators,247 makes 

of air-condi- 





tioners,washing 
machines, oil 
burners, ete. 


Get Gilmers and no belt job will 
ever get your goat. Gilmer, oldest 
firm of rubber fabric belt special- 
ists, builds only belts. Gilmer 
engineers tailor-make Gilmer 


F.H.P. Belts in the groove, on | 


the world’s largest assortment of 
V-moulds. Gilmer jobbers—there’s 
one near you—carry full stocks, 
to give you fast, hurry-up service. 


J 


Who’s your Gilmer jobber? 
WwW 

If youdon’tknow,ask ustoday. 
WwW 

Get set NOW to fill the bill on 


every belt job that comes in. 


L. H. GILMER COMPANY 
Tacony, Philadelphia 
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Selling Features: 





| — The Product Parade — 


te) 


G-E Toaster 


General Electric Co., Appliance & Mdse 
Dept., Bridgeport, Conn. 

Device: Automatic 2 slice toaster and 
tray set. 

Selling Features: Two slices may be 
toasted, both sides, at once; 1100 
watts, 115 volts, a.c. or d.c.; tempera- 
ture control knob can be set to indi- 
vidual taste; modern styling in 
chrome finish with black Textolite 
base and control knobs; designed as 
part of G-E toaster set which includes 
an extra large tray, 18x30 in. of 5-ply 
walnut-finished wood and a _ vari- 
colored 14-piece pottery service con- 
sisting of 4 cups and saucers, 4 serv- 
ice plates, sugar and creamer.— 
Electrical Merchandising, December, 
1938. 


v 


EAGLE Bed Lamps 


Eagle Electric Mfo “>.. 59 Hall St., 
Brookl; : 

New Bakei:te bed lamp. 

Consists of rem 
able Bakelite shade with metal back 
plate ; available in 5 colors—rose, blue, 
green, ivory and grained walnut; 
standard pull chain 
long at bottom, 33 in. wide and 4 in. 
high. 

Price: $1.45.—Electrical Merchandis- 
ing, December, 1938, 


Device: 


G-E Twin Waffle Iron 


General Electric Co., Appliance and 
Mdse Dept., Bridgeport, Conn. 
Device: New twin waffle iron, Castle- 

gate. 

Selling Features: Equipped with heat 
indicator to permit pouring of batter 
at proper time for accurate operation; 
quick-heating glow-coil heating units 
provide even heat for die-cast alumi- 
num grids; ebony lifting handles on 
wide tray base and on each lid; 660 
watts, 115 volts; rim on tray base 
catches batter overflow; expanding 
hinges insure even baking of every 
wattle; chrome-plate finish.—Elec- 
trical Merchandising, December, 1938. 





socket; 88 in. 


TOPHET 
TOASTS 


eustimartit 


New and larger plants result 


from. satisfied 


Only 


result in 


customers. 
satisfactory products 
satisfied customers. 
Tophet Resistance Wire,a 
product of Wilbur B. Driver 
Company, is an integral part of 
Toastmaster toasters, products 
of McGraw Electric Company 
Congratulations and good 


wishes to Toastmaster. 


WILBUR B. DRIVER CO. 


NEWARK, NEW JERSEY 
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There is no doubt about it—the greatest 
need for ice cubes is on those frequent 
daily occasions when one, two, or three 
persons want a few ice cubes in a hurry. 

And only Presto Tray with Rubber 
Grid has what it takes to give one or a 
dozen cubes instantly, full-sized, cold 





and dry, without disturbing the others. 
No fuss! No bother! No waste! 

In less time than it takes to tell, your 
salesman can demonstrate conclusively 
how only the Magic Finish Presto Tray 
with Rubber Grid gives all the advas- 
tages of a fast-freezing metal tray pls 
all the conveniences of a rubber grid. 

If you have not already done so—be 
sure and insist that your new refriget 
ators come factory-equipped with Magic 
Finish Presto Ice Trays. 


INLAND MANUFACTURING DIVISION 
General Motors Corporation Dayton, 


WHEN A FEW ICE CUBES ARE PLENTY_ DONT RAID A TRAYFUL_USE 


PRESTO ICE TRAY: 


DECEMBER, 1938—ELECTRICAL MERCHANDISING 








RB awe 


ROG Ra > 





ELECT 


SHOP ALL SIX MARKETS JANUARY 
JANUARY 9-21 MARKETS 


1 —Furniture Drapery Exhibit (January 9-20) (Sponsored by 

2—Floor Coverings the Chicago Drapery Mfrs. Ass'n.) id 2 1 
3—Lamps and Shades 6—Fourth International Housewares and Ap-_ . 

4—China, Glass & Pottery and Gifts pliance Show, including Toys, Games and 

5—15th Semi-annual Curtain & Wheel Goods. INC LUSIVE 


VISIT THE NEW NATIONAL HOME BUILDING EXHIBIT 


ee a 


The World’s Biggest Buying Center . Wells Street at the River 
CHICAGO 
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MAJOR APPLIANCE DISPLAY— 


The most important major appliance dealers’ market 
for 1939. Every type of the latest equipment for the 
home—new 1939 models—Complete factory displays— 
The largest Market of its kind in the country. 


* 


FIRST HOME LAUNDRY EQUIPMENT DISPLAY— 


An outstanding feature—Endorsed by the American 
Washer & Ironer Manufacturers Ass’n. New designs in 
washers and ironers by the leading manufacturers— 
new 1939 merchandising plans—Factory executives 


present to meet you. 


* 


MINOR ELECTRIC APPLIANCES AND 


Complete lines of new and improved house furnishings, 
of every kind for the dealer will occupy four floors of 
the Stevens Hotel in addition to Major Appliances in 
Hall. 


1,000 with 5,000 expected this year. Attend this twelve 


Exhibition Buyers registration at last Exhibit 


year old successful Market for profitable merchandise 


for 1939 sales. 


* 





35,000 I. E. S. Lamps in 1938 








STEVENS HOTEL 
January 8 te 14, 1939 
CHICAGO 











NATIONAL HOUSE FURNISHING MANUFACTURERS ASSOCIATION 


CHICAGO - 


PI 


i oe a \ ! N 
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Lighting demonstrations form a regular part of the Public Service of 


Colorado's campaign. 


suit particular needs of the individual 
are under consideration) and he lists 
their particular visual tasks in the 
home. A woman who does quite a 
bit of dressmaking, or a man who 
spends hours at his workbench have 
other requirements from those of pre- 
paring a meal or of playing bridge at 
a card table or of studying at a desk. 
These tasks he notes according to the 
rooms where they are performed. 
Particularly he asks for the father’s 
occupation or livelihood, because it is 
important to know the type of lighting 
under which the father works during 
the day, so that the standards of the 
home may comply in a general way 
with those to which he has been ac- 
customed. On the card the salesman 
notes the foot-candle illumination he 
has recommended. 

The type of dwelling is recorded, 
so that, should extra outlets later be 
required, the power company repre- 
sentative who follows this up will 
know whether he has a frame or brick 
structure to deal with, and of course 
it is noted whether or not the family 
are owners or tenants. Then a record 
is made of each room, ceilings and 
walls (light or dark), fixtures, number 
and type of lamps already owned, con- 
venience outlets, present foot-candles 
and wattage of bulbs. The height of 
ceiling is noted for each floor. 

Of course, during the discussion of 
present and desirable lighting stan- 
dards, the subject of the purchase of 
lamps comes under discussion. If the 
customer prefers to buy from a dealer, 
this is noted on the card. In every 
case, a lamp is left over night for 
trial so that the husband also may 
learn of the advantages of the better 
light and so that it may be tested 
under actual conditions of use. Usually 
the salesman calls again the next day 
to complete the sale or remove the 
lamp. 


NDER remarks at foot of the card 

are noted the definite prospect 
possibilities and also any _ interest 
which may have been expressed in 
other appliances or public relation 
comments. The cards are turned in 
each night and such additional in- 
formation is at once referred to the 
appropriate department for action. 
Lighting information is transferred to 


Above a demonstration at company headquarters. 


a card file which is always at the 
hand of the young woman who an- 
swers the telephone in the depart. 
ment. In case of any further com- 
munication with the prospect this card 
is readily located with one hand, while 
the other holds the receiver. The 
customer therefore is greeted by some. 
one who has accurate information of 
conditions in the family and home. 


ALESMEN average about 17 calls 

a day, giving about 3 demonstra- 
tions in these homes. Sales so far have 
been about 14 I. E. S. lamps per sales- 
man per day, the average price of lamp 
sold being $16. Up to March about 
500 lamps had been sold. These, in- 
cidentally, are delivered complete with 
globes, the globe orders going to the 
lamp department of the company’s 
store. Mr. Buck is looking forward 
to the time when 500 lamps will be out 
on trial in Denver homes every night 
of the year. 

The dealers of Denver are in the 
picture, too—in fact to date they have 
sold two lamps to every one put ott 
by the power company. And what is 
more they are realizing that they have 
to come into the lighting picture on 
a scientific basis. Their help must have 
a proper background of _ lighting 
knowledge if they are to continue to 
handle their share of the business. 
Calls in the home by power company 
salesmen would of course show wt) 
any lack of dealer salesmanship— 
hence local dealers are turning to 
their League for aid in lighting i 
struction. An initial meeting held 
March 10 in the auditorium of th 
Denver Dry Goods Company brought 
out salesmen from all of the principd 
stores in town and led to a series of 
later meetings covering lighting fur 
damentals and the methods of sell 
ing. A contest for dealer salesmen has 
been planned, the men who make the 
highest records of lamp selling recei¥- 
ing free trips to the convention 0 
the Rocky Mountain  Electricd 
League, which is to be held in Ye- 
lowstone Park. 

Based on the outlook for dealet 
sales as well as the quota set for th 
power company department, Mr. Buck 
has made a prediction that 35,00) 
I.E.S. lamps will be added to Public 
Service Company lines during 19% 


DECEMBER, 1938—ELECTRICAL MERCHANDISING 


Pac 
Ind 
Wit 


H 
T; 
fully 
recent 
the S 
south 
Ross, 
Gas & 
divisic 
that 6 
have 3 
have | 
condui 
condui 
homes 
10 anc 
8's; 3 
4 per 
cuits < 
cent O 
cent a 
averag 
13.5 a 
venien 
words, 
homes 
able 
equipp 
minim 
ments. 
cordin, 
require 
for a 
three . 
condui 
examit 
wiring 
electric 
this re; 
of the | 
tion hi 
staff fi 
Bureat 
on a cz 
contrac 
the im 


Tele 


U: 
a 


selling 
Robt. 
trical « 
pany, 
strange 
vass pt 
appoint 
result i 
itritatic 
the tel 
custom: 
equipm 
quiry z 
give tl 
special 
to mak 
tunities 
ally, 0 
interest 
The 
who sf 
field, t: 
but no 
Work, 
experie 
learned 


ELEC 


at the 
vho an- 
depart- 
2r cOm- 
his card 
d, while 
r. The 
yy some- 
ation of 
1 home. 


17 calls 
monstra- 
far have 
er sales- 
- of lamp 
ch about 
hese, in- 
lete with 
g to the 
ympany’s 
forward 
ill be out 
ry night 


e in the 
hey have 
+ put out 

what is 
hey have 
icture on 
nust have 

lighting 
ntinue to 
business. 
company 
show 
yanship— 
rning to 
hting in- 
ing held 
n of the 
+ brought 
principal 
series 0! 
ting fur- 

of sel 
smen has 
make the 
ig receiv 
ention of 
Electrical 
1 in Ye- 


or dealer 
t for the 
Mr. Buck 
at 35,000 
to Public 
ing 1938. 


DISING 


Pacific Coast Report 

Indicates Inadequate 

Wiring Limiting Appli- 
ance Sales 


HAT home wiring, even in the 

better residential districts, is piti- 
fully inadequate was established by a 
recent survey covering 482 homes in 
the San Francisco peninsula district, 
south to San Jose, made by J. S. C. 
Ross, sales manager of the Pacific 
Gas & Electric Company’s San Jose 
division. The investigation showed 
that 68 per cent of the homes visited 
have }-in. service conduit, 21 per cent 
have l-in. conduit, 8 per cent 14-in. 
conduit and but 2 per cent have 14-in. 
conduit. Further, 10 per cent of the 
homes have service wires of sizes No. 
10 and 12, 62 per cent have two No. 
8's; 3 per cent have three No. 6’s, 
4 per cent three No. 4’s. Branch cir- 
cuits are of No. 14 wires in 34 per 
cent of the homes, No. 12 in 62 per 
cent and No. 10 in 3 per cent. The 
average number of lighting outlets is 
13.5 and the average number of con- 
yenience outlets is 10.6. In other 
words, less than one-third of the 
homes being built in the fashion- 
able San-Jose-Peninsula district are 
equipped with wiring in excess of 
minimum Underwriters Code require- 
ments. In spite of the fact that, ac- 
cording to Mr. Ross, the present day 
requirements of the average home call 
for a load of 15,490 watts (met by 
three No. 6 service wires in a 14-in. 
conduit), 68 per cent of the houses 
examined would be restricted by their 
wiring to the use of but 3,850 watts in 
electrical equipment. On the basis of 
this report, the San Francisco conclave 
of the Pacific Coast Electrical Associa- 
tion has recommended an increase in 
staff for the Pacific Coast Electrical 
Bureau for the purpose of carrying 
on a campaign of enlightenment among 
contractors, architects and public on 
the importance of adequate wiring. 


Telephone as Sales Aid © 


SE of the telephone can be either 

a help or a hinderance in the 
selling of electrical equipment, says 
Robt. Nevins, manager of the elec- 
trical department of the Paris Com- 
pany, Salt Cake City. Calling up 
strangers on the phone as a cold can- 
Vass proposition in an effort to make 
appointments for salesmen’s calls will 
result in few appointments and much 
irritation, in his opinion. But use of 
the telephone by salesmen to call up 
customers to whom they have sold 
equipment in the past with some in- 
quiry as to how it is working, or to 
give them advance benefit of some 
special offer which the store is about 
to make will frequently bring oppor- 
tunities for telling the story person- 
ally, or will bring suggestions of 
Interested neighbors. 

The department has four salesmen, 
who spend most of their time in the 
field, taking their turns on the floor, 
but none of them do cold canvass 
Work. Mr. Nevins states that from 
experience in other work he has 
learned that he could probably double 


sales through field selling of this type, 
but at the same time would halve his 
profit. The reputation and dignity of 
the store is also at stake. As it was, 
out of 250 sales of refrigerators last 
year there were but three reposes- 
sions, this, although the store is very 
strict about not letting questionable 
credit risks ride when there is any 
default of payment. If the case is 
one of borderline credit, the customer 
is told frankly that the appliance will 
be be taken back on the first day after 
any failure to meet the obligation and 
this policy is lived up to. 

But with no cold canvass work, in 
any department, the store makes a 
policy of contacting its 7,000 active 
accounts at least once a year. Out of 
the number, with a judicious use of 
the telephone, there are plenty of 
opportunities to keep any salesman 
busy. 


Why the Customers 
Left 


BOUT 86 out of every 100 cus- 

tomers who leave one dealer to 
patronize another could have been kept 
in the first store by a little better brand 
of salesmanship. The remaining 14 
left to seek lower prices in some other 
store. 

These facts were revealed by a 
survey of the customers of 1,483 
Pacific Coast retailers made by Prof. 
Frank Nagley of the University of 
Oregon in an attempt to learn why 
people switch their trade from one 
store to another. Prof. Nagley sent 
questionnaires to customers whose ac- 
counts were closed on the books of 
these stores and received replies from 
4,408. Given in percentages, the 
reasons for transferring patronage 
from one store to another were given 
as follows: 


Per Cent 

NN NE 5 sic 6 nderme mane 14 
rer 10 
PO MD 6 hice nos caw emens 10 
SRE. ah cciccssuceoavie 9 
Policies of management...... 7 
roe y 
Over-insistence ............. 6 
Attempted substitution....... 6 
Reluctance to exchange...... 6 
FORY MMOES 0 60 cccscee 6 
Store arrangement and ap- 

NII 6 dois Say nia eueahecs 6 
Misrepresentation .......... 5 
Blunders and errors......... 4 
PII ihe a accxie acetecerecaemars 3 
POOP RUIVETHSING...< 62000005 1 


In other words, in all but 14 cases 
out of every hundred, the reasons for 
the change were something which 
was within the control of the dealer 
himself and had no reference to com- 
petition. 


Laundry Fined in Chicago 


While short weight is usually the pre- 
vailing retailing sin, over weight is just 
as bad when it comes to weighing in 
laundry. On October 28 the American 
Laundry Incorporated, 925 S. California, 
was fined $50 in costs in the Chicago 
Municipal Court by Judge Erwin J. 
Hasten on charges of overweighing laun- 
dry bundles taken from five housewives. 
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> | THE NEW 


Culinaire 


TROU BCE -TREE 


BLACK & 
DECKER 


Cuinare is an electric 
food mixer using an exclusive principle of mixing. The twin — 
beaters are placed opposite each other in the bowl, and as 
they revolve the bowl itself slowly rotates. The beaters 
thus contact the entire space between the center post and 
thie wall of the bowl. 


Culinaire is made by the P. A. Geier Company, manufac- 
turers also of Royal Vacuum Cleaners. And because Black 
and Decker has, over a period of more than 20 years, given 
Royal “continued improvement in motor performance”’ for 
their vacuum cleaner department, they naturally turned to 
us to develop the motor for Culinaire, too. 


The result is a powerful 3-speed Black and Decker Motor 
that will not shirk the most difficult mixing or beating task. 
Motor and driving mechanism are completely enclosed in 
the base of the machine. Laminations in the motor arma- 
ture are specially made and specially slotted, and placed to 
obtain quiet-running efficiency. The armature shaft is of 
special steel, and very large in diameter. The steel is heat- 
treated and polished, with the worm cut in the armature 
shaft itself, making possible a highly positive drive. 


The Black and Decker Electric Company is America’s 
most experienced specialist in the design and manufacture 
of complete motors or series parts for vacuum cleaners and 
many other universal motored appliances. The coopera- 
tion of our engineers is at the disposal of manufacturers 
who may be interested in the application of universal 
motors to the improvement of their products. 


153 DANG) G's B) OS Dc 





THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
Specialists in the Design and Application 


of Universal Motors 
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How to install, service, and repair 


household electric refrigerators 





See this book for: 


—basic compression and 
absorption system cycles 


—control devices and cir- 
cuits 


—service equipment re- 


Just Published 


HOUSEHOLD 


ELECTRIC 


REFRIGERATION 





What You'll be Selling in 1939 





THE MEADOWS CORPORATION 


939 washers will be “all white and 

a yard wide.” In other words, the 
public will demand in a 1939 line of 
washers exceptional values—all white 
with as big a package in values, price 
classes that they can obtain with the 
assurance of perfection of construc- 
tion, with plenty of eye appeal. To 
use a thread-worn term, they will be 
“streamlined,” with the wringer and 
wringer heads of integral construction, 
and as many gadgets and special fea- 
tures obtaining as possibly can be 
produced. 

More generally in the bulk or 
volume classes the present method of 
washing will prevail. 1939 should 
produce a slightly higher price level. 
Gasoline engine equipped washers 
should continue in about the same 
proportion to sales as in the past. 


NATIONAL ENAMELING & 
STAMPING CO. 


EALERS who sell roasters in 

1939 are going to find a greatly 
widened market, the thought seems to 
be at “Nesco.” For roasters are 
steadily moving away from the turkey 
roasting idea into a device that does 
a chore for every meal, from baking 
cookies and pies to making soup, and 
complete meals. Ivory will continue 
its popularity into 1939, and hints of 
new improvements and sales features 
are in the air. Demand for the square 
roaster as compared to the oval shape 
is a toss-up. Lines may be shorter in 
1939, but capacities will remain about 
the same. 


ONE MINUTE WASHER CO. 


HE all white washers with smart- 

appearance will continue in popu- 
larity in 1939, the men at One Minute 
think. Large capacity and attractive 
wringer equipment will be the trend of 
the demand. 

With improved business conditions, 
they believe the 1939 market will show 
a marked increase in $59.00 and $69.00 
models—washers that have the ap- 
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trical appliance not only makes their 
duties easier but is far more efficient. 
For this reason it is surprisingly easy 
for a dealer to follow one appliance 
which has given satisfaction, with 
another, even though the job it per. 
forms has nothing in common. 

The year 1939 will see the active 
dealers following up satisfied refriger. 
ator owners for electric range sales, 
Women may call it “kitchen modern. 
ization” but it is a theme on which the 
trade may ride in to the sale of a 
number of electrical items. 

There is unquestionably a greater 
replacement market at the present time 
than at any time in the past, and this 
market can be capitalized to a profit. 
able advantage. In the promotion of 
refrigerators in the replacement mar. 
ket the larger sizes will be the most 
consistent to feature. They have the 
capacity and yet they consume prac- 
tically the same current as the smaller 
sizes. This will be a big talking point 
in favor of the replacement. 

Stewart-Warner Electric Ranges 
will fit in beautifully with the present 
line-up of appliances. We feel this 
market has a tremendous future, and 
the extent to which it is developed de- 
pends upon the activities of the in 
dependent dealers and the co-operation 
of utility companies. 


VOSS BROS. MANUFACTURING 
COMPANY 


OSS is said to be coming into 
Chicago in January with a revo- 
lutionary model which is_ neither 
fish, nor fowl, nor good red herring. 
It is something completely new. 
Voss’s thinking is to the effect that 
the public wants something different 
in washing machines, and dealers who 
desire to make a profit demand some- 
thing different that they can sell at 
a profitable price. New models at 
popular prices is the trend of 193%. 
Mail order competition need not worry 
any dealer who can sell exclusive 
features. Trend is away from the 
cheap, five year models, so soon wom 
out. 





@N 
Find 


CA 


By JOHN F. WOSTREL and JOHN G. PRAETZ 


Massachusetts Department of Education them plenty of appeal to the consumer. 

406 pages, illustrated. $4.00 Quietness and convenience of opera- 

A practical manual for refrigeration service men, electricians, | tion and fast washing action will con- 

and others interested in the operation, construction,. adjust-| tinue to be important sales factors in 
ment, and servicing of household refrigerators and their con- 1939. ; 

trol devices. In non-technical language it covers refrigeration Dealers with outside salesmen who 

fundamentals and gives practical instructions on service | 8° Out after the business are particu- 

operations, how to diagnose and correct troubles, service larly successful in selling the higher 


quirements pearance, design and finish to give 


White will be the best 1939 color 
and a wringer approved by the Under- 
writers is going to make history. 
Lines are being shortened, with $9, 
$59 and $69 rated as the best possible 
sellers. Gas engine models, which 
slowed up a bit in 1938 will do a lot 
better in 1939, 


—use of gage sets 
—trouble-shooting charts 
—motor-trouble charts 
—repair methods 


—refrigerator construction 
etc., etc 














See it 10 days on approval. 


SSSSESSSSSSSSSSESESESESSSEESESSESESESSSSEESSESSEE SESE SS eeeeeeeeeeeee 
McGraw-Hill Book Co., 330 W. 42nd St., N. Y. C. 

Send me Wostrol and Praetz’s Household Electric Refrigeration for 
10 days’ examination on approval. In 10 days I will send $4.00 


plus few cents postage, or return book postpaid. (Postage paid on 
orders accompanied by remittance.) 


PD catisccedosendetseonse 


Address ..... 


ir eee CRS ci ecsinadecexe 


DD. cccadeebecudecnuneds 
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(Books sent on approval in U. S. and Canada only.) 
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shop equipment, motors, etc. 


Send the coupon. 











priced models which allow enough to 
cover trade-ins and sales commissions 
and dealer profit. There will continue 
to be a lot of over-the-counter selling, 
but the trend will be to offer better 
washers at somewhat higher prices as 
general conditions continue to im- 
prove. 


STEWART-WARNER CORPORATION, 
JOHN F. DITZELL 


HE word “housekeeping” covers 
a multitude of operations, and 
women have come to associate elec- 
trical appliances with all their duties. 
Further, they recognize that an elec- 


WESTINGHOUSE ELECTRIC & MANU 
FACTURING COMPANY 


ELIEVES that white finishes 

will prevail in 1939 in prefer 
ence to a use of color. White seems 
to have a certain psychological appeal 
as well as a “sanitary” sales appear 
ance. 

There seems to be a trend toward 
consumer preference for greater ¢ 
pacity tubs. This does not mean that 
Westinghouse will change its line 4 
it has tubs varying in size from six t 
nine-pound capacities. However @ 
definite reaction has been noted m 
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DISING 


Here is the new LASELO 75 





‘10 


HI-SPEED ELECTRIC SAFETY RAZOR 


@ New in principle—Hi-speed rotary cut- @ New in perfor hears long or 

ting. short hair close—but no cuts or burns. 
@ New in design—brush type motor. @ New in price for a quality shaver. $10. 
@ New in color—lustrous gray tenite case. @ New in action—QUIET. 


Find out all of these profitable selling points now—from your jobber, or write for complete 
details. 


CASCO PRODUCTS CORP. .. . Bridgeport, Conn. 


| Mem adit 
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favor of the greater capacity tubs 
during the past year. 

Gadgets are not going to be the 
chief sales appeal of the 1939 washers. 
Present indications point to a price 
level that will be ahead of 1938. 

The outlook for gasoline-powered 
engines is very favorable as gasoline- 
powered machines can be sold by 
salesmen where rural prospects are 
waiting, and will have to wait for 
several more months, for the line. 
Since the average gasoline machine 
is easily transformed into an electric 
washer the outlook is good. 

It looks as if the average retail 
price of washers sold to the consumer 
will be approximately $10 higher than 
the average sale in 1938. This does 
not mean that the manufacturer will 
increase the price but that the cus- 
tomer wants the advantages found in 
a quality machine. Most popular re- 
tail prices will be from $69.50 to 
$89.50. 

The industry should see a 10 per 
cent increase for the sale of laundry 
equipment in 1939. Westinghouse 
does not anticipate any marked change 
in retail prices but 1939 will not see 
as price-conscious a public as did ’38. 





What It costs to Do 
the Three January 


Shows 


IRST CLASS Chicago Hotels run 

you from $3.50 a day single to $5 
double. However, in the loop there 
are many old timers such as the Great 
Northern, the Brevoort, the Atlantic 
with rooms costing from $2.50 single 
up. North and South of the business 
districts are many more less expensive 
hostelries, a few minutes away on the 
Elevated. 

Meals in Chicago run from a 35¢ 
breakfast to a two dollar dinner. Con- 
trary to belief, Chicago is an exceed- 
ingly easy town to drive a car into. 
The great outer drive permits pene- 
tration through the business district 
without danger of getting lost. 

While loop parking lots are high 
priced, plenty of space exists four or 
five blocks away where all-day park- 
ing may be had for 25¢. 

Entertainment in Chicago will be 
largely of a nightclub or theatrical 
nature. Movies in the windy city lag 
behind the small towns in timeliness. 
Nightclubs appealing to husbands and 
wives are such top flight places as the 
Empire Room of the Palmer House, 
the Chez Paree, the Gold Room of 
the Drake, and the Stevens Hotel. 
Typical costs are, say: $3.50 dinner; 
50¢ cover charge, drinks averaging 
60¢ apiece. $6.00 a person for those 
of modest thirst should be enough. 
Unattached gentlemen seeking snap- 
pier entertainment will find a wide 
variety of opportunities. 








YOU SAVE MONEY 


when you standardize on 


CHROMALOX 
Super-Speed RANGE UNITS 


for replacement jobs 


S> 


Instead of shelves and shelves of various 
types of range units, a comparatively few 
Chromalox units with a good selection of 
inexpensive adaptor rings, will enable you 
to serve your territory. Chromalox units 
fit all ranges, and make unnecessary a big 
investment in idle equipment to provide 
the immediate service your customers 
want. 





> 


Instead of a probable two trips to the 
ailing range, one completes the job with 
Chromalox unit. Women are not the 
world’s best maintenance engineers— 


. often they cannot tell you exactly the 


unit they need. So you have tg investi- 
gate. When you go, take with you one or 
two Chromalox units and a few adaptor 
rings and fix that range then and there. 
Save that extra trip—and make a reputa- 
tion with the customer that will bring her 
into your store for everything electrical, 


S> 


Best of it is, every Chromalox replaces 
ment unit you install insures by its su- 
perior perormance the ultimate purchase 
of a new Chromalox-equipped range. 
These units educate their users to the 
real advantages of modern electric cook- 
ing—which is one reason why so many 
high-grade ranges now use Chromalox 
units exclusively. 


Sell Chromalox - Equipped Ranges 


Use Chromalox Units for Replacement 


in all ranges. Mail the coupon and get 
all the story in the SALES PLAN BOOK. 





Mail with your business letterhead 


EDWIN L. WIEGAND CO. ts 
7525 Thomas Blvd., Pittsburgh, Pa. 


Send me the "CHROMALOX PLAN" book. 
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Parts, 


UNDISPLAYED RATE: 
$1.00 per line per insertion. Minimum 
charge $4.00. (First line in small black 
face type.) Fractions of a line count 
as a line. Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions of undisplayed ads. 





AND Accessories 


SERVICES 


DISPLAYED RATE: 

1 inch $12.00; 4 inches $11.50 per in.; 8 
inches $11. 60 per in.; 12 inches $10. "50 
per inch. (An advertising inch is 
measured vertically on one column. 
There are 4 columns—48 inches to a 
page.) 














PADS, COVERS AND BAGS 


All Types 
Electric mangle pads and covers. Washing machine 
covers, electric heating pads, vacuum cleaner bags— 
all types. Ohio Textile Specialty Co., W. 54 Street, 
Cleveland, Ohio 


NEW ADS 


and changes of copy must be received by the 
27th of the month to appear in the issue out 
the following month 

















BOOKKEEPING SYSTEM 
Especially Designed for 
APPLIANCE-RADIO DEALERS 


A direct, easy-to-understand system, 
devised by an yt accountantin your 


line of business. It is in practical use by 
many dealers everywhere. 

Provides for cost of sales, operating 
expenses, inventory to date, cost of re- 
possessions, cost of rebuilding, loss on 
trade-ins and every conceivable situa- 
tion of your very own business. 

Also system for by near store. 

Write today for descriptive folder. 

THE KNAPHURST COMPANY 

501 S$. Jefferson Street Chicago, titinois 











. they said 


It Couldn’t Be Done! 


BAGS—Finest quality ........... @$ .29 
BRUSH REBRISTLING ............ 29 
ARMATURE REWINDING ........ -99 


100 Carbon brushes in metal hopper 1.39 
Attachment sets—5 pc., less coupling 1.98 


We Never Sacrifice Quality 
to Meet Price 


CHICAGO APPLIANCE CO. 
812-14 N. Wells St., CHICAGO, ILL. 
“AMERICA’S LARGEST” 






































FOR ANY REPAIR PARTS 


(the ones others haven't got) 


Washers, Vacuums, troners, 
Fiat Irons, Largest and is 


I 








parts needs since 1926. Tey 
Logan first and save yourself 
time and money. Prompt 
shipments. Be  cenvinced. 


LOGAN SQUARE 
ones APPLIANCE SHOP 


pe? 2610 MILWAUKEE AVE. 
CHICAGO, ILL. 
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SEARCHLIGHT SECTION 


“OPPORTUNITIES"—SALES EMPLOYMENT—BUSINESS—MERCHANDISE 


RATE: 15 CENTS A WORD, UNDISPLAYED. 





SEE OCTOBER ISSUE FOR DETAILS. 

















SELLING 
OPPORTUNITIES 
OFFERED—WANTED 


Selling Agencies—Sales Executives 
Salesmen—Additional Lines 














OPPORTUNITY OFFERED 


WANTED: An aggressive sales representa- 
tive with specialty appliance distributor 
and dealer contacts to handle a popular line 


of oil burning circulating space heaters and 
automatk kerosene burning water heaters 
manufactured by a reputable organization 
that has helped pioneer this market with 
National distribution now contemplating ex- 
panding line with complete line of ventilat- 
ing equipment and modified air conditioning 
For further information write SW-520, Elec- 


trical Merchandising, 520 N. Michigan Ave., 
Chicago, Ill 


MANUFACTURERS AND DISTRIBUTORS 

wanted to exploit exclusive double-deck 
waffle iron. Unusual merit and sales appeal. 
Clarence Boyd, 411 Commerce Bidg., St. 
Paul, Minn. 


OPPORTUNITY WANTED 


MANUFACTURER'S AGENT will cover 

Texas and Oklahoma—desires three lines 
of attractive good _ selling merchandise. 
RA-522, Electrical Merchandising, 520 No 


Michigan Ave., Chicago, Ill 





SALESMANAGER AVAILABLE 


Thoroughly experienced in sales training, super- 
vision, establishing and developing dealerships; 
also territory analyzing for specialty selling of 
electrical appliances. Past three years with 
domestic and commercial refrigeration, attic 
ventilation and air conditioning as retailer and 
distributor. Have had five years previous electrical 
engineering experience 





§ 21, Electrical Merchandising 
520 No. Mic hieam Ave., Chicago, Ill 








POSITION WANTED 


SALESMAN (bank references) married, 

seeks contact with manufacturer desiring 
metropolitan New York representation. 
Fifteen years experience in wholesale and 
retail selling of every variety of electrical 
appliances, including refrigerators, washing 
machines, ironers, etc. Also experienced in 
contacting dealers and Supine up sales 





organizations. Salary commission. 
PW-519, Electrical _ aK 330 W 
New York, N. Y. 


42nd St., 





. records searched 
for “ANY lavention or Trade Mark 











REMOVAL SALE 


Mr. Dealer or Rebuilde 

STOCK UP! Take advantage of - opportunity: 
DUST PROOF BAGS Only 20c .B. FA 
TORY ONE HUNDRED OR ONE FSHOUSAND 


While our stock will last! 


UNIVERSAL SALES SYNDICATE 


148 Perry St. Trenton, N. J. 








WANTED 


DESK FANS 
110 and 200 Volts D.C. 


ARNESSEN ELECTRIC CoO. 
13 Water Street New York, N. Y. 








MENTION OF 
ELECTRICAL MERCHANDISING 
will be appreciated by the 
advertisers and the publishers 
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Enlisting The Builders 
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the house, for instance, locate and 
enumerate the various fixtures and 
the lighting department of the power 
company acts as purchasing agent in 
spending the money and buying the 
proper type of fixture. In this way, 
the fixture recommendations of the 
Five Star authorities obviate the un- 
loading of a lot of gyp fixtures which 
some hopeful dealer may want to dump 
—at attractive prices. In many cases, 
according to Mr. Van Aernam, the 
fixture recommendations on Five Star 
homes have run as high as one per 
cent of the cost of the home—a sig- 
nificant contrast to the piddling allow- 
ances made by builders generally in 
specifying this type of equipment. 
There is no insistence, of course, on 
any particular type of installation, any 
more than there is on the design of 
the wall-paper. The only idea is to 
see that adequate lighting is provided. 
In general it may be said that the 
lower the cost of the house, the more 
tendency there is to central type of 
fixtures while in the more expensive 
home the job may be adequately done 
with I. E. S. lamps. Incidentally, the 
center fixture in the living room seems 
to be staging a comeback. 

To date, in the Albany territory, 
more than 100 houses of Five Star 
specifications have been built. And 
the first 100 houses are the hardest. 
Judging from the enthusiasm of the 
local building fraternity, Albany is 
going to be prepared for its coming 
building boom with a sound basis 
for insuring that the electrical indus- 
try will have a thumb and forefinger 
in the pie. 

Here certainly it might be said that 
the Modern Kitchen Bureau, the Ade- 
quate Wiring Bureau and the Better 
Light-Better Sight Bureau find their 
multifarious activities rolled up into 
one ball—the Five Star Home. They 
go to work before a pick goes into 
the ground and their influence is felt 
right through to where the ultimate 
buyer squiggles his John Hancock on 
the contract. 





LOVELL CONTEST WINNERS 


ERIE, Pa.—First prize in the Lovell 
Mfg. Co. window display contest, held in 
conjunction with the first National 
Washer & Ironer Week, Oct. 23-29, was 
won by Montgomery Ward’s Charleroi, 
Pa. store, according to a recent announce- 
ment. The prize was $100 in cash. Sec- 
ond place went to Jarett Radio & Re- 
frigerator Co. of Louisville, Ky.; third to 
A. C. Campbell Hardware, Van Wert, 
Ohio; fourth to Kotzen’s of Philadelphia, 
Pittsburgh Norge Sales of Pittsburgh, 
and F. J. Weigand Electric Shop of Bar- 
berton, O. These were for $25 each. Fifth 
prizes were won by Trilling & Montague 
of Philadelphia, Currier Furniture of Cad- 
illac, Michigan, Tanner Electric of El 
Reno, Oklahoma and W. A. Case & Son 
of Erie, Pa. 

Eleven washer manufacturers—Apex, 
Norge, Hotpoint, Westinghouse, Mont- 
gomery Ward, Crosley, Barton, Conlon, 
Universal, Bluffton and Blackstone—co- 
operated in the contest by mailing 15,000 
proofs of the contest announcement to 
dealers and, as a result, 1,200 contest en- 
tries were received by Lovell. 

Judges were L. E. Moffatt, Editor, 
Electrical Merchandising; J. E. North, 
president, Cleveland Electrical League; 
and J. R. Bohnen, executive secretary of 
the American Washer and Ironer Manu- 
facturers Association. 
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SOUNDINGS’ 
TO HELP YOU 
CHART A SAFE 
COURSE IN 1939 









NOR 18 years Electrical Merchandising has 
furnished the business world generally, and 
the electrical appliance industry in particular, 


with the vital statistical “soundings.” 


For 18 years these “soundings” have been used 
by the electrical appliance industry to chart 
its course ...to plot sales and production... 


to shape and direct sales drives . . . set quotas 





and salaries. 


As in the past, the January issue of Electrical 
Merchandising will contain the statistical rec- 
ord of this billion dollar business .. . giving 
the sales volume in units and dollars... the 
degree of market saturation . . . rate of sales 
changes measured by key appliances... re- 


gional market studies... and the all-important 


forecast for the coming year. 





Again, as in previous years, advertisers who 
seek to have their sales messages go a long 
way—penetrate deeply into the trade... and 
live a long time... will link their messages 
to the exceptional editorial background of this 


important January issue. 


You pay no premium for space _in this issue, 
with its 30,100 distribution . . . long, useful 
life and outstanding editorial content. Final 


closing date, December 29th. 


ELECTRICAL MERCHANDISING 


330 West 42nd Street, New York, N.Y. & 
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LVomen’s Magazines 


Better Homes & Garden 


Valuable information on the care 
of motors in the various electrical 
appliances will be found in an article 
“Motors, Motors, Everywhere” by 
Wendell Holmes in the January issue 
of Better Homes & Gardens. Here 
you will find simple, clear instructions 
on the proper care and feeding of the 
motors that operate oil burners, coal 
stokers, air conditioners, furnace fans, 
humidifiers, ventilating fans, washing 
machines, vacuum cleaners, sewing 
machines and refrigerators. 


McCall’s Magazine 


Refrigerators have a way of selling 
themselves in the summertime, but in 
the wintertime refrigerator selling is 
an uphill job. And many homemakers 
who already own refrigerators still be- 
lieve it is good household economy to 
shut off the refrigerator during the 
winter months and to use the back 
porch for storing foods requiring cold. 
In an article entitled “Your Refrig- 
erator Pays Its Way in Winter” in 
January McCall’s, Kathleen Robertson 
tackles these old-fashioned ideas and 
proves that it is far from economy in 
the long run not to own an electric 
refrigerator and keep it going all the 
year ‘round. In preparing this article 
Miss Robertson was assisted by the 
home service girls of the Georgia 
Power Company and the Minnesota 
Power and Light Company. 


Woman’s Home Companion 


Mrs. Ethel Gordon Thompson in 
describing her dream house in an 





article entitled “Planned Round a 
Garden” mentions the electric range, 
refrigerator, washer and automatic 
water heater as very necessary equip- 
ment. Mrs. Thompson is the winner of 
a second prize in the Companion’s 
Personality Housebuilding Contest. 


Good Housekeeping 


Distributors of laundry appliances 
often might do their customers a wel- 
come service if they could advise them 
on planning their home laundries. 
Most home laundries are “Cinderella” 
rooms, if they enjoy even the status 
of a room. Usually home laundries, 
so-called, consist of just a pair of set 
tubs, a naked drop light and nothing 
else, poked away in a dark corner of 
the basement. In January Good House- 
keeping, Helen Kendall, home econ- 
omist on the staff of Good Housekeep- 
ing Institute, tells how she transformed 
the “Cinderella” basement laundry she 
found in her newly rented house into 
a really comfortable and labor-saving 
working place, with a minimum of re- 
modeling, and no strain on the family 
budget. The chief expense—but a most 
necessary one—was the installation of 
a new appliance circuit of adequate 
size to take care of running the washer, 
ironing machine and electric iron, and, 
of course, convenience outlets placed 
where it was most handy to use these 
appliances. 

In the same issue, George W. Alder, 
consulting engineer on the Institute’s 
staff, explains in “Testing Standards 
of Course!” how Good Housekeeping 
Institute sets up standards of meas- 
ures of value for testing appliances. 
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DECEMBER, 1938 


The Merchandising Month 
What You'll Be Selling in 1939 By Tom F. Blackburn...... 


Some feed-box glimpses of what the leading manufacturers will be 
offering at the house furnishing shows in January at Chicago 


EEG EE I EPO Te Mere er 


A check list of manufacturers exhibiting at the Merchandise Mart, 
the Furniture Mart, the Stevens Hotel and the Palmer House in 
Chicago 


Enlisting the Builders By Laurence Wray.........2e-- 00000 


A year ago, M. E. Skinner announced Niagara-Hudson's Five-Star 
Home plan; here is an account of the results of getting builders 
electrically minded 


ye D, rererrrerceererer er rence 
James & Roach of Detroit set that as a quota—and made it. Here's 
how 


What 1,436 Dealers Think About Salesmen 
By Clotilde Grunsky.... 
The results of a personal survey made by Joe M. Spain of Southern 


By L. E. Moffatt..........eceee 


California 

Electrical League Men Convene in Philadelphia..... 
Pictures and story on the annual convention of electric league 
managers 


35,000 I. E. S. Lamps in 1938.............0::0cce 


That's the record Public Service of Colorado are hanging up and 
this article tells how their lighting sales department is functioning 
to make it 


The Typical American City.....................02:0000 5 


Muncie, Ind., is famous as a proving ground; this article tells how 
the electrical fraternity succeeded in adopting a code of ethics to 
govern it 


Wei TE ANE TD ie wns anise costes nse cecneee 


This dealer operation is not asleep at the switch when it comes to 
signing up rural customers, newly connected 


What Leagues Can do to Help the Dealer 
By D. M. Stophlet.... 


Noteworthy extracts from an important paper delivered at the 
League convention 


Parmalee-Dohrmann Take Over Their Own Servicing 


News—People, Products, Plans ......................... 


The Product Parade 


ANNA A. NOONE, Home Appliance Editor 
MARGUERITE COOK, Market Analyst 
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"Oh heavens! | must have made coffee with the goldfish bowl!" 
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The Lovell Manufacturing 
é | Company wishes to thank 


the many manufacturers of Lovell- 





equipped washers, their distributing » ae = 
organizations, and all their dealers + — | [= 


for the fine support given to the Lovell 


} PRESSURE CLEANSER 





Window Display Contest held during 
National Washer and Ironer Week, 
October 23-29, 1938. Hearty con- 


gratulations to the winners whose 





names appear on this page. And here’s 
a promise! Through high quality of 
product, integrity in business deal- 
You are invited to visit the 
interesting display that Lovell 
will have at the First National 
Washer and Ironer Exhibit at 
the Stevens Hotel, Chicago, 
Illinois, January 8 to 14, 1939. 


ings, and sound merchandising poli- 
cies, Lovell hopes to hold your favor 
throughout the years to come. A 
Merry Christmas, a Happy New 


Year, and Success to you all. »& Refrigerator Compen 
Kentucky 


rrett Radi 


LOVELL MANUFACTURING CO. 
ERIE, PA. 
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* * * THE WINNERS * * x 


Fl PRIZE $100.00 
Montgomery Ward & Co., Charleroi, Pa. 


THIRD PRIZE $35.00 FIFTH PRIZES $10.00 each 


oe 


SI ND PRIZE $50.00 
Jarett Radio & Refrigerator Co. 
Louisville, Kentucky 


A. C. Campbell Hardware, Van Wert, O. 


FOURTH PRIZES 25.00 each 
Kotzen’s, Philadelphia, Pennsylvania 
Pittsburgh Norge Sales, Pittsburgh, Pa. 
F. J. Weigand Electric Shop, Barberton, O. 


Trilling & Montague, Philadelphia, Penna. 
Currier Furniture Company, Cadillac,Mich. 
Tonner Electric Co., El Reno, Oklahoma 
W. A. Case & Son, Mfg. Co., Erie, Penna. 


THIRD PRIZ 


* A. C. Campbell Hardware 
an Wert, Obie 
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